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ABSTRACT 

Designed to provide pre- and inservice administrators 
with the skills necessary to select appropriate program development 
and implementation, and monitor and evaluate their success, this 
competency-based learning module consists of an introduction and four 
sequential learning experiences. Each learning experience contains an 
overview, required and optional learning activities, a self-check 
section, and a series of model answers for use with the self-check 
section. Topics covered in the first learning experience Include 
procedures for promotina vocational education programs (needs 
assessment, determining the audience, setting goals, and planning the 
program) and the role of the administrator in the program promotion 
process. Alternative promotional techniques, planning an open Louse, 
audience, and school/community relations are among the areas examined 
in the second learning experience* Also discussed are developing 
plans for publicizing and promoting a hypothetical vocational 
education program. The final learning experience entails promotion of 
a vocational education program in an actual administrative situation. 
(Related competency-based vocational education administrator modules 
covering curriculum development, program evaluation. Improving 
instruction, staff development, and student recruitment and 
admissions are available separately through ERIC see note.) (MN) 
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FOREWORD 



eaUon^K "^f'^ competent administrators of vocational 

vocational programs. required to successfully direct 

hanpered b"?S"rLued"kSL?f dofof J^-"i""'"'0" has been 
by local administrato?; a^S ?^ , =°"'Petencies needed 

cLpetency-Eas^fmaSrfaJfspLufcal'Ti'des?::!^"^'".'?: °* 

?Sn1i^S^ScTt-?^£ t^^^^^^^^^^^^^^^^ 

two major objectives: Period 1975-77. That project had 

^' rL^oJ^^^^J research to identify and nationally verifv 
S?ra=?S-^^?%-%?°S-f«-„J---„t to loc^r ^ 

aattl'. hundred sixty-six (166) high priority 

^:po^£~^ 

In September 1978 severa?^i-^?fo ^- identified and verified, 
for Research in Vo?I^!onal EdJcatioi"tn National Center 

the Development of Profession^? Ji? • n Consortium for 

cation. Thole spates wprp??f- "f^^^^^^^ for Vocational Edu- 
New York 2nrt pfnn:?,f " Illinois, Ohio, North Carolina, 
«cw xorjt, and Pennsylvania. tHp fi'T-«n- fir,^ „ . _ . ■■•iwa, 

by Florida and Texas late? in the fl?st JHr 1^^" 

and filId"est!Ja°S? jMf'^rf'^ ^° successful development 
opment. ^Ka'ren^^S! SL^S^P^oIr^ L^^cla-e^^s^-.^Ttrirr^- 
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INTRODUCTION 



In the business worlds any product that achieves success 
does so, in part, because it has been advertised or promoted in a 
variety of ways. This promotion serves to make potential custom- 
ers aware of the product's existence and knowledgeable about how 
it can help them. For similar reasons , vocational education pro- 
grams at the secondary and postsecondary levels must be promoted 
if they are to reach the maximum number of students that they are 
designed to serve. Excellent vocational programs are virtually 
worthless if the students they should be serving are unaware 
either of the programs themselves or of the relevance of these 
programs to their present needs or career aspirations. For exam- 
ple , if an institution plans to offer a new vocational program or 
to increase its service to special needs populations, the only 
way in which the target audience will know of these plans is 
through promotion. 

In addition, promotion is a means of developing and main- 
taining a solid base of community support for the institution 
and its vocational programs. You will probably immediately 
think of the need for accountability: to provide evidence to 
the taxpayers that your institution is serving them well. This 
is a real concern today. Furthermore, your institution is 
located within a geographic community; a portion of your stu- 
dents live within that community; your courses are, in part, 
designed to meet community needs; and some of your students 
will be employed — now or in the future — within this community. 
Thus, it is critical that you keep the community informed of 
your institution's goals, objectives, activities, and achieve- 
ments. It is through providing such information that you gain 
support: support of employers in hiring co-op students, support 
of citizens in attending school-sponsored activities, and support 
of community members in using the school's services, such as the 
student-run auto repair shop. Given quality vocational programs, 
a well-informed public is likely to be an understanding and sup- 
portive public. 

As a vocational administrator, you are likely to have major 
responsibility for planning, coordinating, and monitoring the 
implementation of an effective public relations program for your 
institution. The promotion of your vocational program requires a 
well-developed plan, and the skilled execution of that plan, if 
the program is to achieve maximum effectiveness. 

This module is designed to give you the background informa- 
tion and skills needed to select appropriate promotional activi- 
ties and techniques, coordinate their development and implementa- 
tion, and monitor and evaluate their success in achieving the 
goals and objectives established for the promotional program. 




a Vieu the ouhtanding facilities of on^ of 
the state's most progressive, technical colleges 



■ See students conduct experimentSr 
demonstrate scientific and technical equipment 

m Ask faculty about our varied courses 

m Talk to administrative staff about job 
opportunities, programs, registration 

MAKE SMriHVILLE TECHNICAL COLLEGE AN IMPORTANT STOP ON SUNDAY 
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Module Structure and Use 



Objectives " ^ Terminal O biectivpr Mh^io ..^v.v/^„ ^ , 

• ■• a^m^..^ — z — r- - yvniie worxing m an actual 

- • - Jdno^^^^^^^^ Situation-promote the vocationa 

-■ • v-^^^^^! SV^^"""- performance will be 

/•.-V- /, , ;: resource person using the 

■ ■ . .. Enabling" Objectives ; 

■ " ^* completing the required reading/ demon- 

• - - tSr!dn,?n?''i"^r ?^ procedures fl;, and 

.^..^ role in, promoting the 

. vocational education prograi. ' (LeJJning 

Experience I) ^ 

" . . 2.- After completing the required "reading about 

alternative promotional techniques, (1) plan 
... an open house for a given situation, and 

(2) critique four promotional items developed 
• . , - • Ex^^^^^ house. ^ ( Learning 

school situation, develop a plan to promote 
the vocational education program in that 
, :■ ., situation. (Learning Experience III )-■ . 

Resources A list of the outside resources that supplement 

i??rvn°"''^'"^^ '"^^"l^ followL Check 

- - ^^^^ determine the 

-^^^^^^ the location of these resources, 

. (2) to locate additional references specific to 
-r -^-:.. (3)...to get assistance in 

; . skilled administrators. 



v' - ■ • ■ 
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Learning Experience I 



Optional 

• REFERENCE: Bagin, Donald; Grazian^ Frank; 
and Harrison^ Charles H. School Conununica - 
tions Ideas that Work: A Public Relations 
Handbook for School Officials ^ Chicago^ IL: 
Nation's School Press , McGraw-Hill Publica- 
tions Co. 9 1972. 

• REFERENCE: American Vocational Associa- 
tion. Promoting Vocational Education: A 
Public Relations Handbook . Washington, DC: 
The American Vocational Association, 1978. 

• REFERENCE: Farlow, Helen. Publicizing 
and Promoting Programs . New York, NY: 
McGraw-Hill Book Company, 1979. 

• ONE OR MORE ADMINISTRATORS experienced in 
planning and conducting promotional activi- 
ties whom you can interview. 

Learning Experience II 

Optional 

• REFERENCES: The Center for Vocational 
Education. Professional Teacher Education 
Module Series. Athens, GA: American 
Association for Vocational Instructional 
Materials, 1978. Refer to the following 
modules in this series: 

• G-1, Develop a School-Community Rela - 
tions Plan for Your Vocational Program 

• G-2, Give Presentations to Promote Your 
Vocational Program 

• G-3, Develop Brochures to Promote Your 
Vocational Program 

• G-4, Prepare Displays to Promote Your 
Vocational Program 

• G-5, Prepare News Release and Articles 
Concerning Your Vocational Program 

• G-6, Arrange for Television and Radio 
Presentations Concerning Your Vocational 
Program 

• G*7, Conduct an Open House 



Learning Experience III 



Required 

• A RESOURCE PERSON to evaluate your compe- 
tency in developing a promotional plan. 

Learning Experience IV 

• AN ACTUAL ADMINISTRATIVE SITUATION in 
Which, as part of your duties, you can 
promote the vocational program. 

• A RESOURCE PERSON to assess your compe- 
tency in promoting the vocational program. 

Selected Terms Administrator — refers to a member of the second- 
ary or postsecondary administrative team. This 
generic term, except where otherwise specified, 
refers to the community college president, vice- 
president, dean, or director; or to the secondary 
school principal, director, or superintendent. 

— refers to the secondary or postsecondary 
educational governing body. Except where other- 
wise specified, the term "board" is used to refer 
to a board of education and/or a board of 
trustees. 

Institution — refers to a secondary or postsec- 
ondary educational agency. Except where other- 
wise specified, this generic term is used to refer 
synonymously to secondary schools, secondary voca- 
tional schools, area vocational schools, community 
colleges, postsecondary vocational and technical 
schools, and trade schools. 

Resource Person— refers to the professional educa- 
tor who IS directly responsible for guiding and 
helping you plan and carry out your professional 
development program. 

Teacher/Instructor — these terms are used inter- 
changeably to refer to the person who is teaching 
or instructing students in a secondary or post- 
secondary educational institution. 
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User's Guide For information that is conunon to all modules ^ 

such as procedures for module use^ organization of 
modules, and definitions of terms, you should 
refer to the following supporting document: 

Guide to Using Competency-Based Vocational 
Education Administrator Materials^ Columbus, 
OH: The Center for Vocational Education, The 
Ohio State University, 1977. 



This module addresses task statement numbers 74, 100, 107, 108, 
116, 120-122, and 125-130 from Robert E. Norton et al.. The Iden- 
tification and National Verification of Competencies Important to 
Secondary and Post-Secondary Administrators of Vocational Educa- 
tion (Columbus, OH: The Center for Vocational Education, The 
Ohio State University, 1977). The 166 task statements in this 
document, which were verified as important, form the research 
base for the National Center's competency-based administrator 
module development. 



Learning Experience I 



OVERVIEW 




Activity 



^Optional 
I Activity H 



After fiompleting the required reading, demonstrate 
knowledge of thr procedures for, and the adminis- 
trator's role in, promoting the vocational educa- 
tion program. r ^l'-.-^; ■:; -y:. - ■ -. -i-'-'-^^y 



You will be reading the information sheet, 

Promoting the Vocational Education Program," 
;pp. ■9-27. \ :-:v-:.H..v;, .•v<.:v-,.... , 



Optional 
Activity 



You may wish to re?d one or more of the supple- 
mentary references, Bagin, Grazian, and Harrison, 
School Communications Ideas that Work; A Publ ic 
Relations Handbook for ScTiool Officials ; AmiiFIcan 

■^r Vocational Association, Promoting Vocational 
Education; A Public Relations Handbook ; and/or 

. Fariow, Publicizing and Promoting Programs . 



;, You may wish to interview one or more administra- 
-tors who are experienced in planning and conduct- 
ing promotional activities for their vocational 

Vprograms, :.r-:^>i:0:''::. -^^^^^^'liz:-:, ^v^-:-k.. . .-.^ -- . 



continued 
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OVERVIEW continued 





Yoii 'wii^l knowledge of - the 

''-fcedures ' for/ ;^^ s roXe 'in, /i. 

;-promoting : the vocational^, e 




^ "You will 

^ -irig your completed "Sel the:v?f.Model . 

ji Answers ; pp. ■..■31-33- ''y'^- - 
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OFor information on the need for promoting the voca- 
tional education program, and procedures for plan- 
ning, implementing, and evaluating the promotional 
program, read the following information sheet. 

PROMOTING THE VOCATIONAL EDUCATION PROGRAM 



»-^r.iH?^ recent years, vocational education programs have grown 
rapidly, in both size and number. At the same time, people from 
all areas of the community, state, and nation are demanding 
greater accountability from education, including vocational 
education. But many individuals, both inside and outside the 
field of education, have at best only a vague notion of what 
nn?J.V°"K ®^"c^tion really is. They do not understand the 
unique characteristics, the philosophy, or the major goals of 
vocational education programs. if the public is expected to 
support vocational education programs, then it must be provided 
with adequate information about program goals and activities. 
Thus, a well-planned promotional program is needed to accomplish 
the following: ^ 

• Provide information concerning the nature of the voca- 
tional programs (e.g., what programs are available, what 
they do, how they do it, and who is eligible) 

• Clarify the philosophy, goals, and objectives of the 
vocational programs 

• Publicize and promote program activities and outcomes 

• Create an awareness of program needs 

As a vocational administrator, one of your responsibilities 
IS to ensure that all publics (both within the school system or 
institution and in the community) have the information they need 
to make informed decisions and judgments concerning the voca- 
tional program. Your major role will probably be in the area of 
planning the promotional program and in monitoring and coordinat- 
ing the efforts of others. 

The scope of the promotional program, and the degree of 
direct responsibility you will have for carrying out promotional 
activities, will depend on your particular situation. Many 
school districts and postsecondary institutions have a public 
informati on office (or officer) responsible for preparing news 
releases and other publicity materials and for working with the 
news media. In smaller districts and institutions, however, the 
responsibility for program promotion may rest entirely with the 
administrator and instructional staff. In either case, the 



procedures for planning and implementing promotional activities 
are the same. The difference lies in the number of activities 
that can be accomplished and the number of people who will be 
available to carry them out. Regardless of your situation, 
however r there will be certain public relations activities that 
will require your direct and active involvement (e.g.^ making 
public presentations on school programs and activities). 



Planning the Promotional Program 

A good promotional program requires careful planning. You 
need to know well before the beginning of the school year who 
needs to be reached , what needs to be promoted , and how it will 
be done. Haphazard or last-minute promotional efforts will 
likely leave some key publics uninformed and some important 
areas and events inadequately covered. 

The first step in developing your promotional plan is to 
gather basic information concerning your vocational program and 
past promotional efforts. Specif ically, you need to know the 
following : 

• What is the philosophy of your district or institution 
regarding vocational education? Kow is vocational educa- 
tion defined? 

• What courses/programs are offered? Whom do they serve? 
Where are they located? How many students are enrolled? 
What are the enrollment deadlines? 

• What are the public relations (PR) policies and guide- 
lines of your district or institution? Is PR spontaneous 
or controlled? Who approves PR activities and materials? 
Is there a public information office or officer? Is there 
a PR budget? (If your school system or institution has 
not spelled out public relations and communications poli- 
cieSf you should prepare and recommend such policies^ with 
input from other staff. Sample 1 is an example of such a 
policy statement from a district with a public information 
office. ) 

• What promotional activities have been conducted in the 
past? What materials (e.g., brochures) have been devel- 
oped? Who has received information? When has information 
been released? 

Armed with this kind of information, you can begin to deter- 
mine where you need and want to go in your promotional efforts. 
In making these plans, you should involve others in the school 
and community. Good public relations is everyone's business. 
The input of instructors, students, parents, advisory committee 



SAMPLE 1 

^ ^ PHILOSOPHY OF OFFICE OF PUBLIC INFORMATION 

, REGARDING PROMOTION OF EVENTS AND PROGRAMS 



pihe operation of a public school system is of public interest and 
^concern. The board believes that the greatest benefit to the 
fstudents and to the total community can be realized by supporting 
^'the public's right to be informed as fully and accurately as pos- 
?;sible, through the dissemination of information regarding the 
f'school system. '-^ ■' \ ■ v • ■ .V- •" 



Irherefore/ the board "has established the Office of Public Infor- 
|5nationr which shall aid the board in : f ostering a positive school 
[iimage throughout the community. It shall establish and maintain 
^reciprocal processes of communication between the school system, 
rits personnel, and the total community. -;;;"v-= ^i:-^^^;^^^ 

^The Office of .Public Information has 'a service function. Working 
ifwith the superintendent, . division heads/ principals, teachers , 
^'students, and others, it shall at appropriate times prepare and 

i disseminate news releases, publicize through its own channels, 
and encourage external media to publicize noteworthy news events 
^and programs originated by students and school personnel. 
With high-quality education as its goal, the board wishes to 
^jsecure and maintain support for the school system through the 
^^development of an attitude of understanding and cooperation ^ 
^between the school system and the community. The board believes 
I that a public .that is made aware of ..the positive results .o^^^^ its 
^tax money will" be a' support ive^ public .\;; v:. :v^;;:C^ ' / 



Therefore, the Office of, Public Information shall systematically 
:identify notable events and programs throughout the school system 
^ for promotion internally' and externally. It shall develop and 
^implement inservice training programs and otherwise assist school 
^personnel in local efforts for the promotion of school events and 

^progr ams . ; . , ; .^.j- r^.-/;: ■ .v^ v.:'v - .■ ,-, : -v; ^h-: ' :■ :. : : .■ '0 .v^-:;. 'J-- ■ . : ' . 
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members, and others who have a stake in the vocational program 
and how it is perceived can be extremely helpful to you. Seeking 
this input is, in itself, a part of good public relations. You 
may want to organize a permanent or ad hoc promotional aovisory 
committee to help you develop ideas and plans and, later, to help 
you implement these plans. In addition, each vocational instruc- 
tor should be responsible for (1) planning how to promote his/her 
program, and (2) providing you with information on program activ- 
ities and accomplishments that can be used in the larger promo- 
tional program. 



Identifying the Audiences to Be Reached 

An effective promotional program is built on communicating 
the right message, at the right time, to the many groups within 
the school and community whose understanding and support of the 
vocational program are needed. By reviewing the background 
information you have gathered on past promotional activities and 
their target groups, and by getting input from your promotional 
advisory committee or other staff, you can generate a list of all 
your potential publics. Following are the types of publics with 
whom you may need to maintain communication: 



Internal Publics 

Vocational teachers 

Academic teachers 

Guidance counselors 

Current students 

Building administrators (e.g., 
principals of feeder schools) 

Board of education/trustees 

Advisory committees/councils 

Support staff 

Administrative/supervisory 
staff 



External Publics 

Prospective students 
Former students 
Parents 

General taxpayers 

Representatives of business, 
industry , labor 

Legislators 

Community agencies 

Civic groups 

Professional organizations 

Media personnel 

State agency personnel , 



Although this is a fairly comprehensive list, there may be 
other audiences, specific to your situation, who will need to be 
considered. It is likely, however, that not every group listed 
will be of concern in your setting. For example, if you are in 
a postsecondary setting, you will probably need to be less con- 
cerned with reaching students' parents, and more concerned with 
students' "significant others" (e.g., spouses). The local 
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director of an area vocational school would include the Princi- 
pals and counselors of feeder schools as key audiences. ' The 
director of vocational education in a comprehensive high school, 
on the other hand, would need to maintain communication with the 
building principal, among others. 

audiences needs to be kept informed and to be 
vnn^^^^o support program goals and activities. In making 

your promotional plans, however, you should identify your key 

f ^^""^^^ groups upon whom you needto 
SkS^om^?® attention, or special attention, during the year. 

Obviously, a key group upon which you want to make an impact is 
prospective students. The support of counselors and (if appli- 
oJoirL 1 ?nH^°^-?°^ principals is critical to your vocational 

' °^ course, without the support of employers and 
caSsiJvive^ ^" community, no vocational education program 

AS you identify your key target audiences, you need to 
examine the needs of your various internal and external publics. 
As you review what has been promoted in the past and who has 

Snnh^n\i2 ^''Tf "^^'^ ^° certain related questions, 

sucn as the following: ' 

• What information does each audience need? 

• Does everyone have the information they need? (Are we 
communicating?) 

• How is the vocational program perceived by our various 
publics? 

• What do informal feedback, opinion polls, and other such 
indicators tell us about the need for doing a better iob 
m reaching certain audiences? 

of.yoi^r. promotional efforts will be covered in some 
detail later in this information sheet. At this point, we need 
to emphasize that an honest appraisal of where you stand will 
help you determine which audiences should take priority in your 
planning, and what the focus of your efforts should be with these 
publics. V isij^i 



1. For information on the priorities and techniques involved in 
student recruitment, you may wish to refer to Mana ge Student 
Recruitment and Admissions, part of the Competency-Based Voca- 
tional Education Administrator Module Series (Columbus, OH: The 
National Center for Research in Vocational Education, 1981). 



13 



For example, it is an unfortunate truth that the greatest 
stigma concerning vocational education is often found within the 
school system or institution itself. You may find that you have 
a. real job to do in overcoming a negative image of vocational 
education in the minds of persons who should know better but, for 
one reason or another, hold misconceptions about it. Guidance 
counselors, for example, can influence students' attitudes and 
educational decisions. Even with the best intentions, they may 
tend to dissuade "good" students fro..; going into a vocational 
education program, consciously or unconsciously fostering the 
image of vocational education as a "dumping ground" for slower 
learners or problem students. Academic teachers often do not 
understand what vocational education is all about. On the basis 
of their own educational backgrounds and experiences, they may 
believe that the preparation of students for college should be 
the primary goal of educators, with vocational education as a 
last resort for students who can't do anything else. 

Some groups in the community may share these negative atti- 
tudes. You may find, for example, that some minority groups 
associate vocational education with low-paying, low-prestige jobs 
and are resistant to any "track" that does not lead to college 
for themselves or their children. Other misconceptions may 
exist: based on past practices and their own experience, 
minorities, women, and other "nontraditional" groups may believe 
that there is little or no opportunity for them in vocational 
education or in certain occupations. If you identify these and 
similar attitudes among your various publics, you will need to 
target appropriate promotional activities and materials toward 
these audiences. This assumes, of course, that their perceptions 
are, in fact, inaccurate so far as your programs and the oppor- 
tunities available to them are concerned. 

We do not mean to suggest that all your promotional activi- 
ties will be aimed at dispelling negative images, or that public 
relations means a continuous battle to correct false impressions. 
But you need to be aware of some very real and long-standing 
problems associated with promoting any vocational education 
program, and you need to be alert to the signals people in the 
school and community are sending out concerning vocational educa- 
tion. In your planning, you must recognize the need to promote 
the program within the system or institution as well as with out- 
side publics. You must recognize that misunderstandings can 
exist between vocational and general education staff, and that 
promoting good relationships between these groups is an essential 
part of any promotional effort. 

Once you have identified your target audiences, it would be 
helpful to develop a file, listing the names, addresses , and tele' 
phone numbers of various groups and individuals with whom you may 
be communicating in your promotional efforts. This will help you 
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in implementing activities and make it easier to delegate respon- 
sibilities to others. Include the names of persons in leadership 
positions, contact persons, and the opinion leaders. Who should 
be contacted if you want to get the straight facts, find out what 
people in a particular group are thinking, make an impact on 
group opinion, set up a meeting, get an article printed, locate a 
speaker, arrange a tour, or check a procedure? Some of these 
names will be obvious; identifying others may take some digging. 
A promotional advisory committee made up of representatives of 
your various publics can be of great help here. 

Determining What to Promote 

In the process of identifying your target audiences and the 
information they need, you will also be zeroing in on several of 
the areas that need to be promoted during the year. For example, 
if you determine that female students in the school system or 
institution are unaware of the opportunities now available to 
them in traditionally all-male occupations, you might target sex 
equity in vocational education for special promotional emphasis. 

Not all your promotional efforts will be aimed at special, 
unusual, or problem areas, of course. For example, current and 
prospective students, counselors, and others need general program 
information (e.g., kinds of courses/programs available, loca- 
tions, and enrollment deadlines), and any promotional plan you 
develop should address this need. If a new program is to be 
installed in the coming year, you will, of course, want to bring 
it to the attention of appropriate audiences. Publicizing stu- 
dent accomplishments (e.g., winning of contests) is simply good 
public relations (and human relations) practice, even in an 
environment in which the public is already highly informed and 
supportive. Current students need the reinforcement this sort of 
recognition can bring; prospective students need to know the kind 
of success experiences available through vocational education; 
employers need to be reminded of the sort of talent available to 
them; and taxpayers need visible evidence of the good use to 
which their dollars are being put. 

A promotional advisory committee can be especially helpful 

in identifying what information your publics need and what 

aspects of the program should be highlighted during the year. 

Following are examples of the types of areas that might be 
targeted for promotion: 

• General program data, (e.g., kinds of courses/programs, 
locations, enrollment deadlines) 

• New programs 

• Low-enrollment programs 
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• Adult education programs 

• Special learning activities (e.g., home construction 
projects^ first aid/paramedic training ^ restaurant opera- 
tion) 

• Sex equity of your programs 

• Program availability for handicapped and other special 
needs students 

• Student vocational organization activities 

• Student success stories (e.g*^ contest winners, job 
placement and progress, cooperative program earnings, 
scholarships) 

• Availability of graduates for employment; skills pos- 
sessed by students 

• Employment opportunities 

• Need for new vocational facilities and/or equipment; 
need for support of a bo^^d issue or levy 



Setting Goals and Objectives 

Based on your analysis of who you need to reach and what 
needs to be promoted, you can now (1) list your specific promo- 
tional ^oals and objectives , and (2) establish your promotional 
priorities ^ For example, if you have determined that you need to 
promote Career Ci^nter X (enrollments are down and decreasing 
steadily), you might list "improve the total enrollment in Career 
Center X" as one of your promotional goals. One objective to be 
met in reaching this goal might be "to provide each tenth grade 
student with appropriate program information on Career Center X." 

In listing your goals and objectives, you need to determine 
what is essential and to set your priorities accordingly. You 
may not be able to do everything, given the funds, time, and per- 
sonnel available. It might be more important, for example, to 
increase enrollments at Career Center X than to inform area 
legislators about your equipment needs. Ideally, you hope to 
accomplish all your promotional goals, but you need to be realis- 
tic. Establishing priorities will enable you to focus on the 
most critical areas if you find that you have been overly opti- 
mistic in your planning. 



Identifying the Methods to be Used 

The next step in the planning process is to determine which 
promotional methods and media you will use to accomplish your 
goals and objectives. To do this, you first need to review and 
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investigate the various methods and media available to you. In 
terms of the mass media, you need to find out exactly what types 
of media outlets are available in your community. Generally, the 
population size of yrur community will determine the number and 
types of mass media available. A large city will usually have a 
large number of newspaper, radio, and TV outlets. A small town 
or rural community may have only one newspaper or radio station, 
but will usually have a free community "Pennysaver" or other bul- 
letin distributed to all homes. 

You do not have to depend solely on the mass media, however, 
to promote your program. There are any number of promotional 
techniques and outlets available to you. You should aim for a 
variety of approaches, rather than depending on the same few 
tried-and-true techniques year after year. Following are some 
methods and media you should consider: 



Hbbb Media; Radio «nd TV 

• Public aervlce announccaenta 

• Talk a hows 

• Speclal-lntereat ahova 

• Neva Iteu 

• Educational prograaa 

Maaa Media; Nei#apapera» Magailnea 

• Neva releaaea 

• Speclal-lntereat artlclea 
■ AnnouncflMenta 

Other Print Media 

• Bookleta 

• Brochurea. panphleta, flyera 

• Nevslettera 

• Bulletlna 

• Internal houae organa; achool nevapapcra 

• Annual reporta 

• Lettera 

• Connendatlon atatementa and certlflcatea 

• Foldera 

• Postera 

• Stlckera (e.g.. vlndov. buaper, door) 



Viaual Media 

■ Photoa 

• Poaterai bulletin boarda 

• Exhlbltaj dlaplaya In the achool and community 

■ Bootha 

Audlovlaual Media 

■ Slide/tape preaantatlona 

• FlUa; flUatrlpa 

• Vldeotapea 

• Aud lota pea 

Special Eventa 

• Tour a 

■ Open houaea 

• Career daya 

■ Avard ccreaonlea 

■ Vocational education ifeek 

• Enployer-eaployee appreciation banquets 

Other Technlquea 

• Speakera (apeechea and preaentatlona) 

■ Confercncea; workahopa 

■ Announcenenta on the achool* a public address 
ayaten 

• Informal contacta by you and ocher ataff 




When asked to share some of their public relations ideas ^ a 
group of local directors of vocational education came up with 
several techniques they have found to be effective, including the 
following: 

• Action displays at a local shopping mall 

• Booths at state and county fairs 

• Special tabloid section in a local newspaper featuring 
all vocational programs and paid for by business/industry 

• Open house conducted in coordination with tne local stu- 
dent vocational organization's skill Olympics; demonstra- 
tions by students in other vocational programs 

• Regular section on education in the local newspaper 

• Regular cable TV program 

• Student speakers at local civic clubs 

• Involvement of advisory committee members during the 
school day so that they can see programs in action 

• Quarterly participation on a local radio talk show 

• Special education section in school newspaper 

• "Co-op Corner" in local weekly newspaper, which features 
students and their employers 

• Senior citizens taken on tours of the facility 

• "Hundred Letter Club" in which participants from the 
educational association volunteer to write letters (e^g. , 
to area legislators) upon notice 

• Senior citizen discount card for school services 

• Persons without transportation taken to the polls on 
election day 

• Provision of clean-up/fix-up assistance for senior citi- 
zens 

• Use of an academic teacher as a community relations 
coordinator, who works with local school and newspapers to 
provide information and write articles on vocational pro- 
grams and activities 

• Provision of a "community directory" compiled and pub- 
lished by faculty and students in the vocational programs 

• Use of health occupations students to take blood pres- 
sure and of child-care students to provide babysitting 
services at a new YMCA 
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• Cooperative education students at their «-r-a,-n4«„ »«. 
magazine- program prior to Vocational Education Week 



approp^^TIJfL'e^L'n^S? ^t^r:^^!;^^" 

• Audience (s) to be reached 

• What is to be promoted 

• Available resources (e.g., money, staff) 

• District/institutional policy 

r?holrsSvices ^SairaSl','? ^tt citizens know about the 

r.ents on l^e "carpJo=ies|?ve ™cf t ^i«=°unt, spot announce- 
priate and ineffeJtiJI! tl sav the lea=J""."°"" inappro- 
on the bulletin board if thrseiilr c??h.„=""°"?""'"'= 
advertising (e.g., posters on hM=2I, J " center, mass transit 
that serve olde? ii^izenlM o Aril 1 '=°"«'='^«ith agencies 
few of the methods you could"2« ?o «alh J^iS" " 
licize the activitiL and ben:i!ts^^y:Sr'5iL??^i;a^"=;r:g"?aSf " 

will ltiT2Tt andToVmuch lol cZ^Z °i I'tt' ^° 
a^%^^pe"rs^n^»i-d^^^^^^ 

plish a great deal (t* n = i«4.4. "'■■^"V' . people can accom- 

paign). ^ ^ letter-writing or telephone cam- 

nique effectively, "''^"''^^es ot each, and how to use each tech- 
Schedulin g the Promotional Prog ram 

n«o^/5^®J ^^''^ identified who needs to be reached what 
rclLSL^r%oT?L"^it??^ ye:r'^th:j'idL%^?"^' yors'h^ilf :e\ up 
aone, (2, ^ is resp^^^LL^lor^^h'^Jo^mo^ilo^ii ^f?^it^^ ^^n^ 
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(3) when it is to be done. The calendar can be broken down on a 
monthly or weekly basis, depending on the level of specificity 
you need and want. In any case, you need to identify the dates 
of key events (e.g., National Vocational Education Week; enroll- 
ment deadlines) and then to schedule your promotional activities 
accordingly. By scheduling activities on a calendar, you can 
identify the related tasks and promotional activities needed 
(e.g., advance publicity for an open house scheduled during 
National Vocational Education Week). In addition^ you can make 
sure that scheduled events do not conflict with other important 
events in the school or community — with busy times such as finals 
week or graduation, or with school holidays. Timing can be 
important in other ways, also. One administrator learned how 
critical timing is when staff sent out a preliminary announcement 
concerning a bond issue. Unfortunately, it arrived in the mail 
the day after constituents received their school tax notices. As 
this administrator put it, "I need not tell you what happened to 
our bond issue." 

All program publics need to be regularly reminded of the 
vocational program, its goals, its students, and its accomplish- 
ments. Thus, you should ensure that promotional activities are 
scheduled throughout the year . In addition, you should provide 
the media with a continual flow of information; editors and pro- 
gram directors decide what and how much to use. Sample 2 is a 
partial time line showing promotional activities scheduled by one 
school before and during National Vocational Education Week. 
Sample 3 is a calendar of events listing the promotional activi- 
ties to be accomplished during the entire year. Specific dates 
and details would be filled in as they were determined. 



Implementing the Promotional Program 

If you have made careful plans and involved others in the 
planning process, implementing your promotional program becomes a 
matter of assigning responsibilities, monitoring activities, and 
providing whatever support is needed to carry out your plans. 

All involved persons must be informed of their responsibili- 
ties in carrying out the tasks necessary to meet the objectives 
identified. If one objective is "to provide each tenth grade 
student with appropriate program information on Career Center X," 
you might have identified "distribution of program description 
sheets (flyers, brochures)" as one method for accompl.\shing this 
objective. Obviously, before they can be distributed, these 
sheets must be developed. This task could logically be assigned 
to the instructors of the various programs. Distribution might 
be handled by counselors and/or instructors, with the approval 
and involvement of building administrators. 



20 



SAMPLE 2 



NATIONAL VOCATIONAL EDUCATION WEiK (NSTPUBUCITYm^ 



Date 


. . Contact Perton 


' ■ V-rr ■ ■ . - Activity ■. 


Dec. 12-15 


Nnocy Thlckel (Public 
loforaatloo Officer) 


_ Memo to Jla Frasler requesting Infonaatlon about NVEW 
along with Ideas for possible feature stories. * 


nec. 18-22 


- KiiQCy Thickel 

- Nancy Thickel - ' 
: Kancy Thickel ; ' . 


Contact WHIO, UDTN. WKEF, WONE to ssk If NVEW can be publl- 
■ - . clzed on comunlty Affairs program . • . . .. . V.. 
■■ Write public service announcement s. ' - ' ' '"^ 

Write Demo lofonilnK achool newspaper editors of event. 


D«c. 26-29 


Nancy Thickel 
Nancy Thickel ■ 


Mall memo to achool newspaper editors. .. r 
Find out If a press kit has been sent. : ; \ 


J«n. 2-5 


^ 'Jim Frasler 
-y]^ Jltt Praaler • j'^;:'--: 


Send Nanc: Thickel Ideas for feature storlei, .long with s 
fact aheet on vccatloual education. . . ^. 

. . - .Arrange for atudenis to apeak on vocational education at 
downtown aervlce clubs. 


J«n. 8-12 


' Kancy Thickel . . . 

Nancy Thickel 
; Jla Frasler 


; .Request Infonnstlon on bow a" proclamation from the mayor's 
office Is acquired. . . ^ 

^ Gather slides for television appearances. ;.^:r - 

• Qieck with Mary White abou^ th* r J" \. 
Tn*^K.^ I """" '^ouc tne possibility of having a 

rl ^ ^ education read a resolution commend- 
ing the loca.: vocational program. 


.J«n. 22-26 


* Nancy Tnlckel 
, ^ Jia Fraaler ;^ 


. hake arrangeoenta to have proclamation signed.' '• i ; .. 
..v.. .^Supply Mary White with luforaatlon regarding reaolutlon. 


J«n. 29-Feb. 2 


Nancy Thickel 
/'Nancy Thickel ■ 
. V Nancy Thickel ' 


Dlacuss with Dally News editor the poaslbUlty of doing a 
feature atory on vocational education. j ' — 

; MaU NVEW announcementa to high schools to bs read over PA 
system. 

Mall NVEW public aervlce annnounceaenta to' media, along 
... bo^ae! announcement regarding Patterson open 


Feb. 5-9 


-'Jim Fraaler ^-^.^^r-. ' 

Nancy Thickel ' " ■ 
- Nancy Thickel 


f*^* P««nt or atudent write letter to editor prais- 
ing local vocational education program. - 

■ Confirm radio and TV appearancea. ' ' 

•Mall feature f^ory Ideaa to media.. 



Feb. 12-16 
(NVEW) 



. Jim Frasler 
■.- Jin Frailer 
" - Jim Frssler - - {' ;"■ 

.. Nancy Thlckal ^ ■ *: ■. 



.V Complete circuit of talk shows. . , , ; 

^ Attend signing of iuyor*s proclamation. 

' Attend civic meetlnga at which atudenta will be apeaklnft! 
^^..i.^Have resolution ^esd at board meeting. .,^,^-1., . . . 

.. - ' Hava reaolutlon" and proclamation reproduced for "acboola. 



lii^ifwrtii^Mii-rtTB^rftii 
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SAMPLE 3 



^^^B:0W^^^^~''M^fiCBR COUNTY VOCATIONAL-TECHNICAL SCHOOL 



PUBLIC RELATIONS CALENDAR 



. Activity 



Person 
Responsible 



i?Vr;- . r AUGUST 

i • '. : • •■ -- . 

"-.^th Week 



i"--v 



••• SEPTEMBER 
1st" Week . 



2na Week 



3rV i 4 tV Weeks 



\ OCTOBER . : ; 
'/All Month ; 
V 1st Week 



':-^-2nd^ Week 



Adult Education Preregistration Begins ■ :■> 

Graduation Exercises for the Practical Nursing Class 
Assembly for New Students - i './i/ ".. 

Practical Nursing Newspaper Article (Graduation) : 



Adult Education Fall Registration 
Assembly for New Students 

liCtter to Day/Night Instructors Concerning Adult 
Education Class Schedule 

Adult Education Classes Begin, 1st Session • ^ 
Ninth Grade Assemblies at Home Schools ' ' '■'■'/■-''A 



Ninth Grade Students Tour with Photo 

Informal Discussion with Selected Parents 
Machine Shopt Parents Day with Photos 
One-day Tours at Selected High Schools 
Capstone Newspaper Article . ^.>;<. ;■ 

One-day Tours at Selected High Schools . 



fe'7?:t-ii«'in!i^->* '^^^ Bu il d i ng : Cons t r uc t ion : Pa r e n t s Day with Pho to s . :.> , 

i-- .• Newspaper Photos -r./- - .-^ . ,v- 



..;3rd Week /^^ v 



7, ,' Full-time Vocational Program: Parents Day with Photos 
.V y. ■t)n e- d ay . . To u r s at Se 1 ec t ed High Sc hool s , . . - rriv\-C<-{:x^y ; " " 
^..- Distributive Education:, Newspaper Article and Photos 

Drafting and Design; Parents Night with Photos ^ 
■7 '• One-day Tours' at Selected High Schools \y\'.fii:' 
VICA Leadership Workshop ' ' ■'.^.^'^'■y;- ' ' 

/■ Rap Session (Administrator, Instructor, and Students) 
, Distributive Education and Warehousing: Parents Day 
"'with Photos .--v- ,:, ' - ■"::^';.v^:- ^.-■■iV- 

National Career Guidance Week (Tentative) 

^^i^^^^ind ,We e)i ^ l^^^^l'^i^.Ci Dl v e r b i f led Oc c upa t ion s i Ne ws pape r Article an d Ph o to s 



cVjiiv^<.3rd Week v . Auto Mechanics: Field Trip with Photos 'Z'' 'V- ' 



4th Week 

'^^^?^-^ NOV£MB ElV 
'y-V'-'f'jt^'Week" 




,<^^^^ith Week^yi^^^^^ Electricity: Parents Day with Photos 



R. Petrie 
N. O'Mahony 
„ . . A. Ruzanic 
N. O'Mahony 

R. Petrie 
A, Ruzanic 
R. Brown 

' • R, Petrie 
. .. J 3» Brown 

■ .■■ J, Brown 

. R, Brown 

C. Gensamer 
J«, Brown 

. D, Karns 

■J. Brown * 

;..J-'E,'.kerr ..; • \ : 
; ;; :f.\R# , Ke nn edy \ 

■ H» Prentiss 
V; J. Brown 
■ R« McConnell 

' "j, Hizik 
V . J« Brown 
- J» Brown 

R. Brown 
N. Liptak 

..J. Brown . 
, D- Reznor 

D. Re iter 
-vv R.' Kennedy 
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^ 4 



I- Date 

i 

^■^ DECEMBER 
^vlst Week 

r 2nd Week 
^*3rd Week 



Activity 



1^ 



JANUARY 



1st Week 
t.^.2nd Week 

f'^ard Week 

■ ■ ■ ■ . 

: Uth Week 

i.- . . : 

■ • • •/ 

ft?': - ; • ' 
If F EBRUARY 
Jt- 

|vist Week 
;> 2nd Week 



^ 3rd Week 
5^4th Week 

I- MARCH 

<^ 

Ist Week 



7; 2nd Week 

3rd Week 
•"r.4th Week 



Christmas Display for. Commons Area at the Vo-Tech ... 
• * V Communications; Newspaper Photos ' ■ 
' i.' Newspaper Photo of Christmas Window Displays ■ .. " . 

Advisory Council DinnerV - ■ 1 . v; . > 
.T* Christmas .Assembly : , .- • - 

Local VICA Contest " " ■ ' . 

' Adult Education Registration Begins " '/V. ^ 

. . . Applications for the 1980 Vo-Tech Students Due at the 
; ' Home Schools ■ >: 

Diesel Mechanics: Parents Day with Photos 

Letter to Day/Night Instructors Concerning Adult 
. . I Education Class Schedule 

./'Adult Education Classes Begin, 2nd Session 

-' Data Processing and Warehousing: l^ew^paper Article 
"; ■ and Photos.,. . ■ - : . 



■ • District VICA Conference 

District DECA Conference / - - " 

.1' Rap Session (Administrator, Instructor, and Students) 

- ' Full-time Vocational Program: Newspaper Article and 
■. ■ Photos 

' : TJational Vocational Education Week / ' . 

- Appliance Servicing: Parents Day with Photos 

• i 1 d i ng Con s t r u c t ion : ' ; Ne w b j^j li pe r Photo '^''^/S'O^'- * i . 

. Informal Discussion with Selected Parents 

- Graduation Exercises, Practical Nursing Class 
Practical Nursing: Newspaper Article and Photos 
Selection of New Students for Upcoming School Year 

•Summer School Preregistration Begins 
...Newspaper Article and Photos of Cosmetology Style Show 

i./:" Diversified Occupationst parents Day with Photos 

Newspaper Article and Photo of Food Services Senior 
. -Banquet . • , . .-■u'.' . ..■ . . . 



Person 
Responsible 



S. McConnell 
R. Miller 
R. McConnell 

R. Brown 
A. Ruzanic 



J. Brown 

R. Petrie 

J. Brown 

R. Magec 

R. Brown 

R« Petrie 

P. Anthony 



J« Brown 

N« Liptak 
R. Brown 

M. Prentiss 

R- Brown 
' E« pitcher 
rj':B^ Kerr 



R. 
N. 
N. 
J. 

3* 
S. 

D. 

M. 



Brown 
O'Mahony 
O'Mahony 
Brown 

Brown 
Short 

Reznor 

Arnold 
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r Date 



;ictivity 



' Person 

' Responsible 



APRIL 1980 

p;rlst wee)c 

r • 

2nd Weeic 
^ 3rd week 



4 th week 



iff- MAY 

^ 1st week 

2nd Week 
,.3.rd Week 

;4th Week 

Jst Week 
t';4th week 



' . /. Pr ac t ic » I ■: Nursing Ci as s Beg ins " ■v!^r 'i: •. • iv;-- ."j - • v- >•, .■ N» O ■ Hahony 
■ ^ Hea 1 th As s i s tan 1 1 " Newspaper Photos- : v/v":-? .v .^<v^'>??r:-"."-.'" . :;, ^ . . Ke 1 1 ogg 

. Art Show and Sale' (Tentative) >t " • • ^ -rfr^.^Xv ' ^ -v v R.^ Ma tovi^^ 



JULY 



^^nd Week 
>1 3rd Week 



: ; Art Show and Sale' (Tentative) ; 

'Data 'Processing:. Parents Day vlth . Photos 



R.^Matovich 



.v;-;*.;State DECA'C6nference'"^::;^^^W-^*y-^^;^>^ .Xiptak 
•vv.^' : En V i rorinen tal " Technology i " • ■ l^e wffpape r PJio to s ^'^c^'^^<'t:^'^.^^r'!^^^ ^ ; > 
. " ^i **. Vl C A S t a t e ^ ^ t]e ad e r sh Ip 'po n f e r e n c e', J . v -^ii^i^^f^-:^.:'- ■ ■■J • Brown. 



. 1, V. ; . lSc hool . Board . Conve n tl on " ' ■ ■ 



Fash ion' Shoii ■<Tent4tlye1>>■~r>\:^;^^.y*?^ ''■r^^^-ii^'^^-'^i^r^^^^ McConnell 



;-\ Il« Brown 



Capstone Employers' Banquet with .Photos {Tentative} • c ; l^.^.D. Karns 



Diversified Occupations: Employer/Employee Breakfast 1,;.5;«'D» Reznor 
;Diesei-.Mechanics: ' Newspaper Photoi 

r.:r4'*wei(ding j' ' Parents Day .with >hot08 '>v'^-^S'r?^;^ 



CB/ Hagee 




iidult Education Summer $chool Classes ■ . t - Petrie 

.. .A v ' National DECA Conference.;:::-^- f ;YivHnV^ivV:^-y-^^ 



I' VICA National Leadership Conference ^and U.S. ^TkIII 




First Adult Education^ Summer Siession Ends' 
- Second Adult'-Education^ Summer 'Session Begins^ 



^v^^r; .Petrie' 



•'^^'''^^Kr-'^ Petrie^ 
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Or) 



The point is that, as an administrator, you need to delegate 
as many tasks as possible, both because you can't do everything 
yourself, and because involvement of others is essential to good 
public relations. Be certain that each person has a copy of the 
promotional calendar/time line, and then monitor activities to 
ensure that deadlines are being met. Plan ahead by checking the 
time line to see what arrangements, contacts, etc., need to be 
made (e.g., transportation for a tour). Review and approve 
materials as needed. Even if a public information officer is in 
charge of coordinating the planned public relations program, you 
need to work closely with that person and check to ensure that 
the information being given the public (e.g., in news releases or 
brochures) is accurate and clearly presented. 



Evaluating the Promotional Program 

We said earlier that, in planning your promotional program, 
you need to make an honest appraisal of where you stand with your 
various publics. To make this appraisal, you need to incorporate 

ongoing, structured evaluation process into your promotional 
program. Evaluation is cyclical. Feedback concerning your voca- 
tional program and promotional efforts should be gathered on a 
regular basis. Modifications in subsequent promotional plans can 
then be made on the basis of this feedback, and these, in turn, 
should be evaluated as you develop new promotional plans. 

To ensure a structured evaluation process, you need to 
decide in advance what you want to know, and how you will get 
that information. Following are some evaluative questions you 
can ask to help you assess your promotional program: 

• Are our goals and objectives practical? Can they be 
evaluated? Are they worded clearly? 

• Which promotional activities were most effective in 
terms of the numbers of people reached and the time and 
money spent? 

• Which audiences were reached? Which were not? 

• Were all planned activities completed? Why or why not? 

• Were deadlines met? Why or why not? 

• Was the vocational education staff involved in promo- 
tional activities? Were other key publics involved? 

• How much "ink" (media coverage) did we actually get? 

Some of these questions will be easy to answer, and any 
necessary improvements or changes simple to identify. if dead- 
line X was not met because you couldn't find the time to write 
the article or make the arrangements, in the future you may have 
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to provide for more lead time or delegate more tasks to others. 
Answering a question such as "which audiences were reached^ and 
which were not^" on the other handr goes to the heart of your 
promotional program. It requires that you identify, and be 
sensitive to, the many kinds of feedback needed to answer such a 
question. 

Primarily, you need to be alert to informal feedback from 
your internal and external publics — feedback such as the follow- 
ing: 

• Questions raised following a presentation to a civic 
group 

• Comments made during a teachers' meeting 

• Issues that surface during your regular contacts witn 
parents, advisory committee members, community leaders, 
and others 

• Criticism (or praise) in letters to the editor 

This kind of informal feedback can let you know how your publics 
feel about the vocational program, what information they need to 
have, and where your promotional program may have fallen short i 
the past. 

Following are some other indicators^ that can help you 
answer your key evaluative questions: 

• Enrollment trends and dropout figures 

• Placement figures 

• Opinion surveys in the school and community 

• Community voting results 

• In-school student elections (What is the image of 
vocational students in your institution?) 

If these feedback sources indicate "that your vocational 
program is not well received, you need to honestly assess 



2. For information on methods for obtaining formal and informal 
feedback on your vocational program, you may wish to review 
Module G-10, Obtain Feedback About Your Vocational Program , part 
of the Professional Teacher Education Module Series produced by 
the National Center for Research in Vocational Education (Athens 
GA: American Association for Vocational Instructional Materials 
1978). 
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whether the problem lies in your promotional efforts, or in the 
vocational program itself. That is, a promotional program should 
not be designed to "sell" a poor product. If placement figures 
are low, and other feedback indicates that employers have doubts 
about your students' skills and preparation for the world of 
work, you need to investigate the source (and validity) of that 
doubt before assuming that it is merely a promotional problem. 
Evaluation of your promotional program, then, not only enables 
you to improve your promotional efforts, but is also a tool for 
pinpointing areas that may need improvement within the vocational 
program itself. 



/ For more in-depth information on public relations, 

VActiJi"? ■ ^^^^ ^^^^ following 

^ M supplementary references. 

• Bagin, Grazian, and Harrison, School Commu - 
nications Ideas that Work: A Public Relations 
Handbook for School Officials . Designed for 
school administrators, this book is straight- 
forward, readable, and full of tips on commu- 
nicating with the public. 

• American Vocational Association, Promoting 
Vocational Educations A Public Relations Hand - 
book . This handbook contains a complete review 
of the many aspects of a good public relations 
program, material on identifying your internal 
and external publics, practical suggestions for 
how to use various media and methods, and a 
helpful reference list. 

• Farlow, Helen, Publicizing and Promoting Pro - 
grams . Very readable, practical, and up to 
date, this handbook is designed for persons 
responsible for publicizing and promoting con- 
tinuing education programs, but it contains a 
great deal of useful information for anyone 
involved in promoting any program. 
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^ 'A You may wish to arrange through your resource person 
^ to meet with vocational administrators experienced in 

Optional planning and conducting promotional activities (e.g., 
one from a large institution with a public informa- 
tion officer; one from a smaller institution, who 
both develops and carries out promotional activities 
him/herself). At these meetings, you could discuss 
questions such as the following: 

• What target audiences receive your greatest 
attention? Why? What media/methods appear to 
be most successful in reaching each audience? 

• What media/methods seem to work best in reach- 
ing prospective students (parents, employers, 
board members, guidance counselors, etc.)? 

• If you have a public relations budget, how do 
you justify it to your superiors? If you don't, 
how do you get the job done? 

• If you have a promotional advisory committee, 
what kind of assistance has it been able to 
provide, and what types of people are on it? 

• What kind of printed material do you have 
available on your programs (e.g., brochures, 
pamphlets)? Who prepares these materials, and 
what are the costs involved? 

• What, if any, promotional programs have you 
developed for use with civic groups? 

• Do you conduct student tours of the vocational 
facility? Describe who is involved, how much 
time the tours take, any natural obstacles or 
potential problems, the grade levels of the stu- 
dents involved, and so on. 

• How do you get feedback concerning your voca- 
tional program and your promotional efforts? 

•'^ What kinds of misconceptions do you most com- 

monly need to address in your promotional pro- 
gram? 
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The following items check your comprehension of the 
material in the information sheet, "Promoting the 
Vocational Education Program," pp. 9-27. Each of the 
four items requires a short essay-type response. 
Please respond fully, but briefly, to each item. 



SELF-CHECK 



Many people think of public relations as communications with 
people outside, or external to, the agency or organization. 
Why do you need to promote the vocational program within the 
school system or institution.^ as well as with outside pub- 
lics? 



You are watching a local Sunday morning talk show on TV; the 
mayor is being interviewed. During the interview, she states 
that the future of the community and the nation as a whole is 
in the hands of our college-bound youth. As a vocational 
administrator, what conclusions do you draw from this? What 
do you do? 
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aia^l^S^ identify the mass media outlets 

available for promoting vocational education. Be specific 
(I.e., don't 3ust say "TV"; describe the types of TV outle ts 
that exist and specific programs you coul^tii as forums lo? 
promoting and publicizing vocational education). 



What is the purpose of scheduling promotional activities on a 
calendar/time line? How detailed should this calendaJ be? 



Compare your written responses on the "Self-Check" 
with the "Model Answers" given below. Your responses 
need not exactly duplicate the model responses; 
however, you should have covered the same major 
points. 



MODEL ANSWERS 



Without the understanding and active support of persons such 
as instructors (both general and vocational), guidance coun- 
selors, feeder-school principals, and board members, your 
vocational program can't continue to do the job you want it 
to do. You can't assume that, just because people are edu- 
cators or involved with education, they will automatically 
understand the purposes of vocational education and recognize 
its value to students and the community. 

In fact, the reverse is often true, even among vocational 
students and educators (who can be affected by the percep- 
tions of others). And, even if you aren't fighting an 
"image" problem, you need to keep everyone— staff and stu- 
dents alike— regularly informed about your program offerings 
and activities. People need information if they are to make 
good choices or provide good advice to others. By publi- 
cizing programs, events, people, successes, and needs within 
the school system or institution, you not only make the voca- 
tional program visible, but also build a sense of pride, 
unity, and common purpose among diverse groups and individ- 
uals. 

The mayor's statement gives you some important informal feed- 
back on how vocational education is perceived by at least one 
opinion leader in your community. In this case, she seems 
unaware that vocational students are an essential resource, 
with their own important contributions to make to the commu- 
nity. 

Even if the mayor is aware of vocational education and the 
programs in the area, it appears that those responsible for 
promoting and publicizing your vocational programs have not 
been communicating with her very well concerning the nature 
and goals of the vocational program. By implication, you 
probably haven't done much promotional work within civic 
groups or the general community. How visible is vocational 
education among the general public in your community if the 
mayor can make this statement? 
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Based on this bit of feedback, you need to make the mayor and 
other community leaders a key target audience in your promo- 
tional planning. In addition to providing for more coverage 
of program activities, success stories, and the like by area 
media, you can do such things as (1) arrange for the mayor 
to make a tour of your facilities; (2) extend her a special 
invitation to an open house; (3) make presentations at meet- 
ings and community events where she and other community 
leaders will be present; (4) invite her to an advisory com- 
mittee/council meeting; (5) include her on your mailing list 
for newsletters, bulletins, and internal house organs; and 
(6) in general, use your network of informal contacts to 
spread the word among key civic leaders. 

Answers jill vary depending on your situation. However, you 
should have investigated the following types of outlets and 
programs: 

AM and FM radio 

• Stations offering rock, classical, easy listening, or 
country music 

• 24-hour news stations 

• Farm-news stations 

• Programming appealing to religious or ethnic interests 
Commercial television 

Educational television and radio 

• Community bulletin board programs 

• Panel discussions 

• Debates 

• Interviews 

Newspapers 

• Metropolitan and suburban dailies 

• Weekly newspapers 

• Community newspapers/shoppers' news 

A master calendar — which identifies what is to be done, by 
whom, and when — makes implementing your promotional program a 
manageable task* It allows you to assign tasks (spreading 
the work load fairly) and monitor activities to ensure that 
deadlines are met. It enables you to see at a glance what 
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tlTllrlZ^^^^^^^ -^^'^"^e, publicity, 

part of the vllr ra?S«i Promotional efforts in one 

?iinely aS3%^n?Luou's'f iJS'Sf '?Jlo^S?i''^" S"' ^"^"^^ ^ 
allows you to target act ivitL=^ ?^°".^"'^ activities. it 

year, aJoiding connic^^ wUh otJ^^ '^i'"^^ ^^"""9 the 
times. ^oniAicts with other important events or busy 

The calendar should be onlv as 

Some people need a big Sail chart il^h "^^'^ ^° 

in detail, others work iust « ^fi'i 1^ ^''^''^ ^^^^ outlined 
of -things to do!- A good rS?e 0^ .5''°!:: * ^^^^ f^^"*^! ^^^t 
the calendar sufficient?? so ih.? «^^""'^ ^° to develop 

your schedule and work from iJ ?f= "'^°"^ ^^^^ ^^"l'^ 1°°^ at 
or suddenly snowed Snder'STth ^^her'^^Lkl! °' 

^refthll^mTmaf^r poL^^^f ?h1^ "Self-Check- should have 
missed some pointf^have «Mof^-^® "'u'^®^ responses, if you 
you made, re??eS the ma^erilffn ?n?"' additional ^ints 
Ing the Vocational EdSLtion PrSgJam ^ ll^'TiT ^^^"'^t- 
your resource person if necessary" ^' ' ^^^^ 
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Learning Experience II 



OVERVIEW 




Activity 





After completing the required reading about alter- 
native promotional techniques^ (1) plan an open 
house for a given situation^ and (2) critique four 
promotional items developed in preparation for 
;r-;':that open' :houseV;.J^^^ 



You will be reading the information sheet , "Reach- 
j^^^ing Your/Audience,'^.. pp. ;..;37r6!i)^^:^ 

tv/You wiTi be readi the ?Case ■ SituatibriV" ' 

pp. 71-78, planning an open house for the si tu- 
ation described / and critiquing a public service 
^announcement, a news release, a brochure; and a 

" " ~ - - • preparation for 



■ Yo u be ' e va ua ting yo li r compe t e ncy in us i nc( 

promotional techniques to reach a given audience 
'by comparing your responses to the ."Case Situ- 
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OVERVIEWcqntinued 

V 

t 



|-a Optional _ {v V^^^^^ 

Activity PJ. -^tional-items you' britiaiied. ■ •r^;-^:-: - : ; ■"^^^ ^ 




^ ^Activity ^ ■gti6nai::it^^^ - .^^...^j.^^ ^ 

^'^^s^^'^^^M^^')^^^^^^ sh >'t'o^;ire vi ew ^one.-. or mor e o f ' :'the' s Qppl e- 
Ontionai ' V ' The .Center for. Vocational 

Activity Jm '^i^^^^T^^^^^^^ Module 
L ■-:> ^f:^^xiQSr..^^eciticaLil^ SQWQn modules in Category G: 
. ;^-:;;^chodlTConununity J?elati6hs. ■ 
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For information on how to select and effectively 
various promotional techniques, read the followii 
information sheet. 



REACHING YOUR AUDIENCE 



which^?ecin?aies n?"'' P^°">°tional programs, you must determine 
«oi?= techniques or media to use to accomplish your promotional 

Iduit eSun?^?r''^^^- example, if you want^to p?omo?e ySur 

adult education programs, what should you do: oreoare a n.,hi 
service announcement for the local radio or TV £ta??^n-p 

pare and'dis?'^^?^^^ ^^^^^^^ ^ slide^apl presen ^^J^P^'^r^! 
pare and distribute brochures? m order to select the besi- 

fo\^'Sv:?ng: ' P-ticular situation, you nlld'^o l^How'^he 

• What audience you wish to reach 

• Characteristics of that audience 

. Medium or technique most likely to reach that audience 

• Media available to you in your community 

. Cost involved in using each technique or medium 

. Amount of money available to you for such activities 

much^^vou clf Ho^''"?r^"'^ expertise will also affect what, and how 
S??iie^ ?o? exf -fru*" °°">Plete public information 
skn?rof ^h- ? ""^^^ ^® ^^1® to draw on the special 

?iais (e q newf ^^^^'^^ t ^^'^^ ""^^ promotional mate- 

^Hs^n^^^^ll^' ''''''''' - wL^^^rdn^'^d^leg'^te 

als 
d 

^tten|ion--No matter how important your message, people 
wnriT3t-listen to it unless you first gain their at?en- 
inH iT! all constantly bombarded with information 

and stimuli by radio, TV, newspapers, billboards, junk 
oni ^^^t"" message can be made to stand 

out througn the use of such devices as color; pictures- 
style/size of print; catchy slogans, phrases, or ques-' 
tions; and repetition. Location and timing are also 
important. No matter how visually appealing a display is 




for example, it won't attract much attention if it's 
"hidden" in a mall where few people shop, or competing 
with glossy professional advertising during Christmas 
week. 

• Interest — If you want your audience to think about your 
message, you need to appeal to their interests, both in 
the content of the message and in the way it is presented. 
Employers in potential training stations will be inter- 
ested in the skills your co-op students possess and the 
benefits they can expect if they hire these students — but 
not if they have to wade through a 50-page annual report 
to learn about those skills and benefits. Seeing student 
skill demonstrations and touring facilities during an open 
house, or reading an article (with photo) in the local 
newspaper about an employer appreciation banquet, would 
obviously be much more interesting and motivational for 
this particular audience. 

• Desire — You want the members of your target audience to 
reach the point where they want to do what you are ask- 
ing them to do (e.g., hire graduates, enroll in programs, 
volunteer services, vote yes on levies). The message, 
then, must be so reasonable and so well presented that it 
can't be resisted. Remember that people are seldom moti- 
vated by criticism or badgering. For example, if you want 
citizens to support a bond issue^ provide them with a 
truthful explanation of the need and the positive benefits 
to be expected. Negative remarks about public apathy or 
lack of insight may seriously offend people who are hon- 
estly trying to do the best they can in difficult times. 
"Prophet of doom" pronouncements may produce a "ho hum" 
response among people who have been conditioned to crisis 
(real or imagined) by the media. 

• Action — If appropriate, your message and the method you 
use to present it should encourage your audience to take a 
particular action. You need to tell people what they 
should do and how (e.g., when and where to enroll, how to 
volunteer, who to contact for further information). 

You have a great many promotional techniques to choose 
from. You need to be sufficiently familiar with each technique 
to select the most appropriate and efficient medium and, once 
selected, to use the technique effectively. Even if someone else 
will be developing the material or conducting the activity, you 
as an administrator need to know what to look for in the finished 
product so that you can coordinate and monitor the effort and 
provide needed assistance and resources. In the remainder of 
this information sheet, various promotional methods will be 
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discussed. Nine of the most widely used promotional techniques 
have been singled out for more in-depth treatment^ as follows: 

• Public service announcements on radio and television 

• News releases 

• Open houses 

• Brochures 

e Public presentations about school programs and activi- 
ties 

• Internal publications and written communications 

• Audiovisual media/displays/posters 

• Recognition programs 

• Informal personal contacts 

Public Service Announcements 

Public service announcements (PSAs) are free spot announce - 
ments — on radio or television — considered to be in the public 
interest. The Federal Communications Commission requires radio 
and television stations to devote a certain amount of their 
broadcast time to PSAs, you need to find out from each of 
your local stations what its basic format for PSAs is. Format 
includes the following types of elements: 

• Length: 10, 20, 30, or 60 seconds 

• How far in advance to submit the PSAs 

• Whom to submit them to 

• Whether pretaped (cassette) spots are acceptable 

• What types of slides and other photos are usable (TV) 

Sample 4 shows general guidelines for preparing PSAs; check with 
your local stations for more specific information. Sample 5 
shows a PSA developed to meet these guidelines, 

PSAs can be extremely useful in transmitting brief and 
uncomplicated messages and announcements , such as dates for open 
houses r hours for registration, availability of new programs, or 
any kind of special event (e,g,, National Vocational Education 
Week), Obviously, these messages must be timely and well writ - 
ten . The following items would be suitable content for PSAs: 

• The public is invited to attend an open house at the 
Patterson Building of Stivers-Patterson Cooperative High 
School Thursday, February 15 from 7:00 to 9:00 p.m. All 
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SAMPLE 4 



yim iii I I I ii j jt i M ■ l>4 1 III H ill I II n - m «wi» nH i ).i> i UJi i . ■'■ .. ■■■■ hhaj ' wi " m.u i n i .t ti .n > [Jfji-nm^.^-i" ^ .- ^ ^ir-:-^n- ■■■■ 

^y'''f^Gii\DEUHES FOR PREPARING PUBLIC SERVICE ANNOUNCEMENTS 



r 



5^' 



t:Place your name r , institution, address, and phone number on the 
top of the page. . Indicate whether it is a 10-second, 30-second 

60-second announcement. Note the dates you want it to be 
aired ( e.g "Request frequent airings of the following Public 
^Service Announcement over WMAT from Saturday, June 4, through 
^Sunday,; June -IZ..*! ) • H^xr;;;^ ■•-'■^^^-v-' :'- ■'-■-^^^r.:- ■■ v.;.:' ^ 

Type copy in '^d^^ letters and double- or triple-space. Leave 

a two-inch to three-inch margin on the left and a one-inch margin 
on the right. Ask the station about any other copy requirements. 

Announcements should be written in a clear, direct fashion. Use 
•simple language and provide phonetic spelling for unusual names 

^r . .wo rd s . v; .U^-- . ^ > ■ ■ ■ /^S^/ v^^^;.vr X^Q^^^ • V : , • - 

i^Time the announcement yourself with the aid of a second hand or 
Fs top watch, reading at a normal speed.; ^ 

1^^"^^' A lb-second announcement = about 25 words ^ ; 
A 30-second announcement = about 65 words 
V"- A 6p-second announcement = about 120 words 

l^hen p^^^ for television spot announcements number ^ the 

^-slides in the sequence of appearance and give a brief identifica- 
^tion in the left-hand margin. "Indicate when you want 

ihe .slide ;tp" be changed; e.g. -^^^ * 



^SLIDE #1 



:.X-HIGH SCHOOL STUDENTS HAVE AN OPPORTUNITY 
^'v. TO TRY OUT A JOB BEFORE MAKING A CAREER 
' DECISION. . • 



^(Student at Machine) ; 
^Many stations require two-weeks or more notice on requests for 



•^American Vocational Association, Promoting Vocational 
n;^* A Public Relations Handbook (Washington, DC: Ameri- 



fSOURCE: ^ 

^ Education, , 

^can .Vocational Association, 1978 ) , p. 29. 
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SAMPLE 5 



PUBLIC SERVICE ANNOUNCEMENT (20-SECOND) 



• THE DAYTON iPUBLIC SCHOOLS ' 
■ ' Administration Building • 
■ Telephone 461-3850 . • 

348 West First Street • Dayton, Ohio 



45402 



J John B. Maxwell 
^.Superintendent of Schools 



Nancy C. Thickel 

Public Information Officer 



^;AIR DATE: 

I 

C SUBJECT: 



FEBRUARY 11 THROUGH FEBRUARY 17 
NATIONAL VOCATIONAL EDUCATION WEEK 



[" HIGH SCHOOL CAN OFFER YOU' A CAREER IN HORTICULTURE, MEDICAL 
f;ASSISTANCE, OR AUTO MECHANICS. PROGRAMS LIKE THESE EXIST IN THE 
r DAYTON PUBLIC SCHOOLS. LEARN MORE ABOUT VOCATIONAL EDUCATION 



OPPORTUNITIES; CALL DAYTON PUBLIC SCHOOLS, 461-3850, OR TALK TO 



; YOUR SCHOOL GUIDANCE COUNSELOR. 
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classrooms and laboratory facilities will be open, with 
teachers and students on hand to demonstrate equipment and 
talk about the school's programs* 

• Are you bored with your job? Would you like to work in 
an occupation that you really like? Retrain for a new 
occupation in Jefferson County's adult vocational pro- 
gram* There are many different jobs waiting for you in 
Birmingham. The pay is good — the opportunities for 
advancement fantastic. Call 999-1000 for enrollment 
information* 

• Are you a girl who is mechanically inclined? GreatI 
Birmingham needs good mechanics. Move into the occupation 
you want. See your high school counselor about training 
in Jefferson County vocational classes. Voc Ed is coedl 

One disadvantage of PSAs is that stations schedule them at 
their own discretion and may put them on at times that are not 
particularly appropriate for reaching certain audiences or wide 
audiences (e.g., very early in the morning or very late at 
night). Another problem is that they are generally so brief that 
their full message may be missed. Sometimes several PSAs are 
given in a row, and one tends to blend with another. 

On the other hand, with the right conditions PSAs can reach 
a wide audience. Some stations have regular "community bulletin 
board" programs that attract regular viewers/listeners , thus 
enabling you to target your message to a particular audience. If 
you (or whoever is responsible for contacts with media) develop a 
friendly working relationship with the persons at the various 
stations who are responsible for placing PSAs in the daily pro- 
gramming , your chances are increased of getting the message aired 
at a time when it will reach your intended audience. 



News Releases 

Assume that you want to publicize the special activities 
planned for National Vocational Education Wee?;, announce student 
or faculty awards and honors, give recognition to advisory com- 
mittee members, introduce your new adult education program, or 
report the significant accomplishments of your vocational pro- 
gram. A news release could be one of the most appropriate and 
effective methods to choose to promote these and similar activi- 
ties. 

A news release is a factual account of a newsworthy event 
that is submitted to a newspaper for possible publication or fur- 
ther coverage. While the public service announcement is best for 
transmitting brief and uncomplicated messages, the news release 
is useful when you have a more substantial amount of information. 
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^MK^nl^^"'^ figures to convey, or have a topic that needs to be 
neSI release^that'Sn; ^^^^^^f.^ ^-es rules for pre^Jr^ng a 
Sheck wUh ?he editor^ ol fS^^^^^^^ ^o most newspapers; however, 
to learn th«i? Ittl^^^ the papers you will be dealing with 

investiaaJe no^* Jf P"^^^° information officer) 

investigate the news outlets available in vour ar*»a 

?i"isf.n-:^.rs ^^^^ > r r " < 

ongoing publicity you want. oucj.ec(s; and get the 

Much of the news in metropolitan weekly newsDaoePQ ic 

Trea '° educatioSai m:rterrand'locar ' ' 

" ^ people who just skim the daily paper will read 

partLSlKir?h! r''^' ^r*' ^^^^^ attention and InJeJest! 
?Sere mav also L n^^^ ^"'^ community news, m some communities, 
h,i!fn«o ^ ® newspapers catering specifically to farmers 

in original s?^Jv 5 °" ^ ^^^""^ °^ i'^^ presented 

n»-4nJ- =^ H Story. A daily newspaper might, for t-xamDle 

SocSuonal EdScatfnn'X activities planned fSr ll?llnli 

vocational Education Week. A weekly might then want tr featurp 

J^on to°?r^ °^ ?"? °^ competitions held coSm. '.y ?eac! 
5ra?ni'ng'clnt%'r!''' assistance provided to .he pabl^ at^he^Job 

media^or^^^'' to submit a continual flow of information to the 
ttttl uL\vr^^^ of newsworthy topics. Samples 7 and 8 illus- 
trate how the news release can be used (1) to aive recoo^itton 

^y°"jou'?°Ss'?i?u%L°n'"fr^2'rir?i'° of^^ecLi^:e^^!s°^^^:?ed° 

criticai^t; .n^^??'':"" °' accuracy and'^ciari^^a?; 

critical to an effective news release. Let the facti-^k for 



43 



SAMPLE 6 



RULES FOR PREPARATION OF A NEWS RELEASE FROM THE 
PUBLIC RELATIONS SOCIETY OF AMERICA 



;^ STYLE: There are two main types of newspaper stories: 

The straight news story is a factual, Informative account of a newsworthy 
event (e.g.. your proposed budget for the coming year). Such stor Js geJ- 
tJe iLh" In "-pyramid style." with the most Important elements In 

the lead paragraph and the least Important elements In the end. Remember 
JownTrl ? f and -H" questions (who. what. why. where, whera'd 
meohLtri^ the story. Keep sentences and paragraphs short, and avoid 
mechanical errors In spelling, punctuation, etc. ; * 

The fjature^topr Is one with little straight news content but a great 
deal of human Interest" appeal to a significant segment of a pa pir's sub- 
scribers. Its style Is much less rigid than news story style and depends 
mainly on the ability and Interest of the reporter. - Generally, do no't 
attempt to write feature stories for submission to a paper. Instead let 
the appropriate editor or reporter know you have a subject you believe is 
worth a feature. If the editor or reporter agrees, the story will git 
written; if not. you will not have wasted time writing. ' . 

STATIONERY: Fancy, tinted.' printed news bureau' stat Wry ^ 
L\1'de\Trt\aJ.^"' shout NEWS. Edl- 



2. 



IDENTIFICATION: The name, address, and telephone number' of 'th^ person releas- 
ing the news should appear at the upper left or directly after tSe story! ; 

RELEASE DATE: Most items should be marked "for" immediate release!" Stipulate 
: times only when news obviously warrants holding until a certain hour. 



FORM: 



Use wide margins and double-space copy so that editors can edit. 



HEADLINES: Do not-lndicate^a' hcadlinV; ' that' is the edl^'s business. SklD ' 
^ two inches between release line i>uiy of copy so the editor or recite desk 
I. can Insert the desired headline, f .fewice aesit 



S '^"f ^f"^^'' Research in Vocational Education. A Public 
' . Handbook for Vocational Educatio n in Lar>;e Cities (Colum bus. OH: 
The National Center for Research in Vocational Education. The Ohio Stite 
University. 1978). pp. 55-56.-. . , .. . . / """.^^^'^^ 
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KeNGTH: Never make a release two pages if one will do. ^Edit your material 
tightly. Make sure it is accurate, timely, and not too "pluggy." Do not 
split a paragraph from first to second page. Put "More" at the bottom of the 
first page. Put "30" or "i^i^" at end of the release.. 

CONTENT; News releases on the following topics should be sent to the appro- 
priate publications routinely (i.e., planned for and executed so as to be 
timely). y^''.':--' • 

1, Program development, policies, and achievements (on a selective basis) 

a. New services to be offered, preferably "first of a kind" or signifi- 
cant in some other respect (e.g., the Legal Aid Society's new program 
for senior citizens) - 

b. Important changes in policy (e.g., changing of fee structure or agency 
relationships)' . ■ ; • ,-::.-v/. ■ 

c. Agency expansion and progress (e.g., new facilities, new programs, or 
organizational changes designed to make your services "superior") 

d. Annual report (e.g., releasing a year-end assessment of operational 
success) * 

e. Major financial grants or losses (Don't be afraid to release bad news. 
If all your releases announce good news, you will be ignored by the 
city editor.) " . . ■ 

2, Agency personnel '\ ' ■ . ' 

a. Newly elected and promoted officers, new staff 

b. Retirees (including board members of long-standing) 

c. Staff end elected members involved in community, professional and 
civic affairs (e.g., offices held or awards and achievements earned) 

d. Any staff or elected members honored or recognized 

3, Agency involvement in community and areas of social concern 

a. Programs or services aiding the community . vv : 

b. Programs aimed at minority groups and coordinated with area schools or 
other organizations . • ^^j.v ,. . . 

c. Significant training programs and opportunities . 

d. Policies or programs specifically aimed at influencing citizen aware- 
ness and participation V ; v;^, v : • 



4. Special events 



Well-known speaker" sponsored by the' agency (e.g., addressing gathering 
r ... of agency personnel, consumers, or selected leaders of the community) 

b. Symposia on community problems : ■ ■-■'■^^^'^ r-': : 

c. Exhibits around town showing achievements and explaining goals of 
vocational education 

l-/,inim Hi., iwii • 1 1 . T. .in M ■ i ,mtt»» f i 
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SAMPLE 7 

^'s^;;:v>^fe^i^v^^^^-•. ■•. - ■ : NEWS RELEASE ' '. ■ r. . 

f - '• • • ■ ■ - • • • ' ■ - ■ ■ ' ■ ' ■ ■ ■ ■ " ■ 

... — .. ...,„,, . ....... — — — — ■ — — 



LOS ANGELES TRADE-TECHNICAL COLLEGE 
400 West Washington Boulevard 
Los AngeleSf California 90015 

•FOR IMMEDIATE RELEASE NO. 2 
■July 7,:19— ■ . 



^"SUBJECT: RETIREMENT OF AREA RESIDENT 



I- 



|^;la HABRA — La Habra resident George Brassine retired recently 
Rafter more than 35 years in the drafting profession, the last 12 
as coordinator of the Drafting Technology Department at Los 



rAngeles Trade-Technical College; ■ ' 



j^Brassine spent 20 years with Alcoa in several cities across the 
^United States a project and plant engineer v. -y^^^ spent many ; ; ;.. 
Byears in private practice as a surveyor and engineer "before 
p^starting a teaching assignment at Pennsylvania State College. 
|He Joined the Trade-Tech faculty in 1957 as an Instructor of . ^; 
ijjnachine shop math. He J.ater taught architectural and mechanical 
i< drafting until his appointment as coordinator iri 1966. - ; V 

^Brassine earnec] a bachelor of science degree/in. mechanical engi- 
f hearing at Carnegie-Meilon University/ Pittsburgh, and a master's 
^;degree. in secondary education from Cal State, , Fullerton. He 
gliolds plass A, ,B and D vocational and secondary credentials and 
l^is a registered professional mechanical engineer in Pennsylvania 
Caiifornia.' -'::;:"'--'';;^^-^^^ ^i- ■ 
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SAMPLE 8 



r. 



t SUBJECT: SENIOR CITIZEN DISCOUNT CARDS 



V:; -,:)v;: : NEWS RELEASE • ■ .: ; 



^ - v LOS ANGELES TRADE-TECHNICAL COLLEGE 

" . V - > 400 West Washington Boulevard 

. ' • Los Angeles, California 90015 



FOR IMMEDIATE RELEASE NO. 15 
November 3, 19— . 



r LOS ANGELES — Senior citizens may receive a 50 percent reduction 
: in fees for activities at Los Angeles Trade-Technical College by 
i purchasing a Gold Card for $5,00. d^^^^^:^^^^ 

; Gold Cards, available to anyone who is 60 years of age or older 
^ and retired, may be purchased at the Trade-Tech Community Ser- 
k vices Office, 2003 South Olive Street. , 

5^-For persons over the age of 65 who cannot afford the purchase 
^price, the Los Angeles Community College District Board of 

Trustees has appropriated funds to cover the cost of cards for 
^*^these individuals. Applicants will be required to sign a waiver 
^fstating they cannot "afford to pay. 

[vThe Gold Card reductions will apply to all fees, except nonresi- 
fdent fees and material fees, and will enable the holder to par- 
];ticipate in such activities and events as all noncredit classes, 
^^cultural events, seminars, lectures^ and recreation programs. 

|inquiries may be directed to the Trade-Tech Community Services 
Office at 746-0800, Ext. 458 or 459. - ' .y.'^^^^^^^ 



themselves; avoid a writing style that is transparently self- 
serving or value-laden. In addition, to increase credibility, 
make an effort to quote the highest elected or appointed official 
in the vocational education organization* 



The Open House 

An open house is an event in which the general public or 
selected members of it are invited to visit the school to see 
lor themselve!^ the activities of the students and the f unc t ion s 
of one or more programs in the school. Open house events can be 
targeted at a variety of audiences: prospective students, par- 
ents, potential employers, and many others* The open house also 
provides opportunities for the direct involvement of board mem- 
bers, advisory council/committee members, legislators, and others 
who influence program operations* Many promotional goals and 
objectives can be accomplished through the use of this excellent 
technique , e*g* : 

• To acquaint prospective students with the programs and 
opportunities available to them 

• To gain support from the business community for the 
cooperative education program; to encourage the hiring of 
graduates 

• To increase community awareness of the need for up-to- 
date facilities and equipment and for expanding offerings; 
to gain support iEor a bond issue or levy 

• To give students recognition for their work in the pro- 
gram and the quality of their products or services 

• To introduce new programs; to publicize program avail- 
ability for handicapped persons, nontraditional enrollees, 
and other special groups 

Planning, advance publicity, and the involvement of key per- 
sons (e.g., instructors, counselors, students, advisory council/ 
committee members), are critical if the open house is to be suc- 
cessful* If you have developed your yearly promotional plans 
early and have scheduled activities such as open houses on a 
master calendar/time line, you will be in a much better posi- 
tion to (1) identify related tasks and promotional activities, 
(2) assign responsibilities, (3) make the necessary preparation, 
and (4) avoid last-ninute crunches and conflicts with other 
school and community activities* More specific time lines for 
major promotional activities such as the open house can be 
developed based on your master schedule* Sample 9 is an example 
of a time line for an open house (designed for the general pub- 
lic, with emphasis on prospective students) that was initiated by 
the systemwide director of vocational education and coordinated 
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SAMPLE 9 



OPEN HOUSE TIME LINE 



Days 
60-90 



I' 
» ■ 



60 



30 



i 21 

St'- 



14 



10 

■.5 
5 



5P- 



Day Of 



• , Activity - 
Set date for open house 



• Check on availability of printed 
materials and media 

• Get additional copies ordered 
if needed . ; 

• Meet with teachers, counselors, y 
etc., to plan basic shop/lab 
demonstrations^ student partici- ^ 
pation, basic data to be given, . 
displays, bulletin boards, etc. 

• Prepare public service announcements 

• Prepare mailing to parents . 

• Develop news releases ■ ■ / ■ '- r-r'-r'^-;' '. 

• Send announcements to feeder- ' 
school administrators r ■ -^ l -y^-:: iJ^i /'i^^ 

• Mail out PSA*s, special Invitations ' 
(employers, board members, etc.) 

• Send out mailing to parents ; • 

• Send out news releases (e.g./ v; .: 
special/new program, unique demon- 
stration, unusual project, etc.) 

• Distribute flyers to students in 
^- 8chool(s) '■^ \^V-;!- 

• Request live press coverage 

• Finalize any special group meet- 
ings.. Send reminder to teachers 

• Assemble needed handout materials; 
prepare name tags for special guests; 

. assemble displays, bulletin boards 

• ^et up auditorium or assembly area 

• Tour building to check on house- 
keeping and general appearance 

« Maintain record of attendance ' \ , 
. for future planning 



. . . Who/What 

Director, building 
administrator, 
public information 
officer (PIO) 
Clear date with other 
events v. >v .i 

Brochures, application 
forms, fee schedules, 
building maps J, slide/ 
tape presentation, etc. 

Director," building 
administrator, 
: teachers , counselors 



Director, PIO or 
delegate , 

f PIO, Director 



PIO /Director 



Building administrator 

PIO, Director 

Director, building 
administrator 

Director, building 
^administrator or - 
delegate 

Building administrator 
Director, building 
administrator 
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"ja\\.'^%i°:„^\<^e\"?L"'lhe'^i:L""J°5- 'he . information in the 
house that a pa^ticu^fr ^lillTl^tllf'^ SJ^df ^ 

Brochures 

tion,\sSny"rin'i^"<;n'rfino{ P^JP^^^^) - unbound oubli..- 
^Ided. It ?SoS^d ca?rv a siiaif^^^'^' that may be told^d or " 
That is, a I h..H 1° SuL u " ^^ mited scop e. 

designed ?lr'?he1:^e"arouM Ic n""^'"^ ^"^^^ ''^ 
Fc: example, la^ ^^Lr^J^^SIiliT^^ aSdten^Hl^^ 

• ao\\\^?s"l^e\°e.%"sJe'n^; '''''' """""-^ ^-^--^o" 

• t«?n?ig' '° "■^^■^ i" occupational 

' SSl?s"' '° ^""^ ^ °£ Skilled 

• aoX™to'^„^l?^\l;u„'?t?\%%1s'^ 

• g;| t^^%^%t":nit^--?Lg?rio"i?-^i^^^ 



broc.^Jl^„".%^S2|fyffafif?|.„|-„^^^ When a 

• Registration time is a good time to have brochur*.^ 
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• During an open house ?r tour, you can hand out brochures 
describing what you are doing for students and the commu- 
nity. 

• The end of the school year is a good time to use a bro- 
chure to publicize students • accompl ishments • 

If well planned and designed , the brochure will be quick and 
easy to read, conveying its message clearly and simply. Because 
of the brochure's neat form and size^ people can easily save it 
for future reference (as, for example, when you publicize the 
evening adult classes that will be available later in the fall). 
Don't attempt to tell everybody everything in a single brochure. 
Decide who you want to reach, what you want them to learn, and 
what you want them to do about it, and stick to that information. 
Plan to reach your audience through the following devices: 

• Attractive and catchy titles 

• A simple message written in a lively style 

• Pictures, type, color, and layout that gain and hold 
attention 

• A subject that has meaning and importance to the reader 

Brochures can be produced at a relatively low cost and are 
efficient because they can be distributed to just the right 
people. You don't need an unlimited public relations budget (or 
a public information office) to produce an effective brochure. 
If there is a vocational graphic arts or printing program, most 
of the work can be done in-house at a minimum cost. ^ You can 
delegate much of the responsibility for brochure development to 
teachers or other staff if you have developed a standard format 
appropriate for the "messages" you most often convey in brochure 
form. For example, there is no point in starting from scratch 
to plan a brochure every time a new program is to be introduced. 
Working with standard formats such as those illustrated in sam- 
ples 10 and 11, teachers can easily "plug in" the appropriate 
information. 



Public Presentations 

As an administrator, you will undoubtedlj*' receive many 
requests to speak to school and community groups about your voca- 
tional program. (So will your superiors and other key adminis- 
trators.) Thus, you should keep them informed of requests you 
have received and your speaking schedule.) This form of direct, 
personal contact with your audiences is a highly effective tech- 
nique for accomplishing any number of promotional objectives. 
Personal contact in a group setting allows you to gear informa- 
tion to the type of audience you are addressing. Unlike more 
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FOR MORE INFORHATl'ON 



Contact your school counse- 
lor ana your vocational 
counselor. 



* Call the Board of Education, 
Carwr Education Division, 
461-3850, Ext. 606 or 626. 



* Refer to the following books 
In your school library or 
Counselor's office; 

- Occupat!o''al Outlook 
Handbook 

- Dictionary of Occupa 
tlonal TUles 

- Encyclopedia of Careers 
and Vocational Guidance 

* Take a tour of the vocation- 
al shop and talk to the vo- 
cational teacher. 

* Attend a vocational program 
Information meeting and open 
house. 



DAYTON BOARD OF EDUCATION 
348 WEST FIRST STREET 
DAYTON, OHIO 45402 
513-461-3850 



COHHERCIAL'ART 




/■ ^tatPUBllC^SCHOOlS 

'^'^ EDUCATION >: 1^ 



VOCATIONAL 
TRADE AND INDUSTRIAL EDUCATION 

OAYTON PUBLIC SCHOOLS 
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PHOTO OF STL)D£WT 
AT tOORK l»J CLASS 



PROGRAM DESCRIPTION 

Comnerclal Art Is a three year 
program beginning 1n the sopho* 
more year. It offers students 
an opportunity to refine their 
manipulative skills with the 
use of tools and art media of 
the comnerclal artist. The 
student will learn to develop 
a creative approach to problem 
solving in the art field. 

Related classroom Instruction 
will Include the study of tectv- 
nical information as It re- 
lates to comnerdal art. The 
theoretical information will 
then be put to use in an ac- 
tual studio type situation. 



COHffRCIAL ART 



THINGS YOU HILL LE ARN 

How to: Use air brush (color 
shading); use the tools of the 
trade; life drawing of people 
and animals; do pictorial com- 
position; do illustrating; do 
comic-strip characterization; 
do all forms of duplication; 
photographic film developing; 
prepare camera; ready copy. 



ENTRY JOBS AND ADVANtEHENT 

Graduates of the program may 
find Jobs as: 

■Helper in a Comnwrcial Art 

Studio 
A Layout Artist 
Designer 
Illustrator 
Letterer 
Retoucher 

Technical Illustrator . 



pwoTo OF sroo£>JT 
AT looRK iM Class 



RECOMMENDED 
PREPARATORY COURSES 

General Business 
General Math 
Art 



VOCATIONAL YOU TH ORGANIZATION 
VI CA 

Cojimercial Art students qual- 
ify for membership in the Vo- 
cational Industrial Clubs of 
America. VI CA members have 
the opportunity to develop 
their leadership skills by par- 
ticipating In local, regional, 
state and national contests 
and programs of awards. 
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PROGRAM LENGTH 

The Evaluation Unit operate) on a shared-time 
concept (half 'day at the home school, half-day at the 
unitj The evaluation process generally takes five 
weeki to complete. Some itudents may take longer 
becauM of their work paco. This five week program 
will provide a comprehensive evaluation and a 
meaningful experience for those participating 
students^ 



APPLICATION PROCEDURE 

All applications for vocational evaluation are made 
10 the Office of the Director of Special Needs at the 
Tome River Center. There are no specific criteria 
establiihed in order to apply for this service other 
ttfSn the availability of space at a given time of the 
school year. The proper application form is 
completed by the designated person at the ''home 
ichool" and la forwarded to the Director of Special 
Needs with all available data. 

Additional information it available by calling 
Mr. Joseph t Scelfo, Director of Special Needs 
Programs, Toms Riyer Center, Old Freehold and Bey 
Lea Roads, Toms River, New Jersey 06753. 
Telephone; 1201)349-8425. 



?M0TO OP EauiPMtMT 

IK) evAUUAPOM UKIIT 



pMOTo or aToofiWT 

UMIT 




/ocean 
county 

vocational 
chnical 
ools 
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OCEAN COUNTY 
VOCATIONALTECHNICAL SCHOOL 



VOCATIONAL EVALUATION UNIT 



PURPOSE 

Th« EvahjBiion Unit is a work-oriented environ- 
ment designed to help boys and girls, age 13 and 
older malte a sound vocational selection by: 
exploring the world of work relative to definite 
vocational areas; assessing the student's ability to do 
work; determining general areas of vocational 
Interest and aptitudes and identifying an appropfiate 
vocational program for the student. 



PROGRAM OUTLINE 

PhastI 

Upon entering the Unit, students are advised that 
they are Involved In a program to discover in which 
area of endeavor "they" are most interested. An 
overview of Ocean County Vocational-Technical 
School* total program is also presented at this time, 
in addition to generally placing the student at ease. 

PhtMll 

"Timed'' tests luch as the Beanett Hand Tool 
Dexterity Test, Crawford Small Paris Test. Purdue 
Peg Board and others are administered to determine 
the student's expected motor coordination. When 
appropriate, the Science Research Associates Voca* 
tional Planning Inventory is administered. 

PhMalll 

Vocational Evaluation System: this system is 
oriented to self-study and career exploration, The 
evaluation process elicits vocational information 
about aptitudes and interest, while offering im- 
mediate gratification primarily through the "hands 
on" activities. 



Vocational Evaluation System is comprised of 
simulated job samples, which are representations of 
the common critical factors of a job. After a brief 
orientation by the evaluator, directions are given by a 
sound filmstrip device, which is completely con- 
trolled by the student for self-pacing purposes. The 
evaluator periodically assesses work quality and work 
habits. A finished product is fabricated at each work 
itation, and a student generally completes 10 to 15 
work stations. 

Both the student and evaluator participate in the 
assessment. The student's evaluation of his own 
interests and aptitudes is combined with the 
evaluator's assessment to form a definitive picture of 
job training direction most appropriate for each 
student. 



JEVS: Also included in Phase III is the Jewish 
Employment and Vocational System Work Samples. 
This system Is used to supplement the Vocational 
Evaluation System. The JEVS Work Samples are 
activities performed in a simulated work setting, 
which reflect the primary factors inherent in actual 
jobs, A battery of Work Samples erranged in a 
hierarchy of increasing complexity, allows for 
evaluation of performance, interest and vvork 
behavior. Results are directly related to Worker Trait 
Groups in the Dictionary of Occupational Titles, 



WORK SAMPLES 
Work samples in both the Vocational Evaluation 
System and JEVS are well defined work activities 
involving ta.sks. materials and tools, which are 
identical or simitiar to those in an actual job or cluster 
of jobs. They are used to assess the student's 
vocational-aptitude, worker characteristics and vo- 
cational interest. 

Phase IV 

Conference: A conference is held with each 
student to discuss the results of the evaluation, and 
the information accumulated in Phase II and III. 
Resource materials, such as the SRA Occupational 
File, Occupational Handbook and other related 
materials are made available so that the student may 
relate the results of his or her experiences to actual . 
job descriptions. 

Whenever it is deemed appropriate, the student 
may spend a limited time obsen/ing some of thfl 
regular vocational trade programs related to his or 
her interests and aptitudes before returning to their 
home school. 

VOCATIONAL EVALUATION REPORT 
A complete report is submitted to the home school 
for each ttudent. This report Indicates the strengths, 
interests and weaknesses of each participant based 
upon their performance and experience at the 
Evaluation Unit. The various tests administered and 
work samples attempted ere indicated in addition to 
a narrative report encompassing all the pertinent data 
accumulated. 

Recommendations are made in order to help the 
home* school formulate some typo of career plan for 
each studenti 
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general public relations efforts r such as news releases or dis- 
plays, you can personally and immediately respond to any audience 
concerns that may arise from your presentation. 

Thus, in planning how your promotional program will be 
conducted, you should take the initiative to identify opportuni- 
ties and make arrangements to speak directly to your various 
audiences. For example, presentations could be made at the 
following types of events: 

• Conferences, workshops, and conventions sponsored by 
business and industry 

• Trade association exhibitions and special shows 

• Meetings of parents' organizations 

• Meetings of the chamber of commerce and other civic and 
service organizations? special-interest groups (e.g., 
hospital association); and professional organizations 

• Special community events (e.g., craft fairs, historic 
celebrations, fund-raising events) sponsored by civic, 
service, and social organizations 

• Faculty, advisory committee/council, or board of educa- 
tion/trustees meetings 

• Student assemblies 

• Open houses, tours, career days 

Every presentation should be designed to make an impact or 
impression on your audience. You want to inform them, convince 
them to take some action, clear up a misconception or change a 
negative image, involve them in the vocational proqram, obtain 
feedback on how the program is doing, and so on. I'o make an 
impact on your audience, you need to know their characteristics 
and interests, and plan your presentation accordingly. Specif- 
ically, you should consider the following: 

• Membership in any organizations 

• Average age 

• Educational level 

• Occupation(s) 

• Knowledge of the subject 

• Interests and concerns 

• Expectations for your presentation 

For example, if one of your promotional goals is to increase 
nontraditional enrollments in your total vocational program, you 
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may have planned a series of speaking engagements before certain 
influential community groups (e.g., NAACP, NOW, agencies serving 
other minorities, the handicapped, or the aging). It would be 
very unwise to give exactly the same speech to all these groups; 
they probably share some important goals, but their concerns, 
interests, past experiences, and objectives may be very dif- 
ferent. 

Whenever you make a presentation, remember that your audi- 
ence's opinion of the vocational program will be influenced by 
the kind of impression you make as an individual. One of the few 
disadvantages of this promotional technique is that if you (or 
someone you delegate to speak) are not a good speaker, your 
presentation can do more harm than good. Audiences look for 
speakers to be enthusiastic, straightforward, organized, and 
above all well informed . 

Regardless of background or educational level, most people 
know when they are being given a flurry of empty words in place 
of real content — they recognize a "snow job." If you are speak- 
ing on a controversial or provocative topic, they will recognize 
evasions and form their opinions accordingly. People appreciate 
straight talk and resent jargon or "educationese. " 

For example, in speaking to a group of parents about a 
proposed new program for the gifted student, an administrator 
gave the following description: 

Our school's cross-graded, multi-ethnic, individual- 
ized learning program is designed to enhance the con- 
cept of an open-ended learning program with emphasis 
on a continuum of multi-ethnic, academically enriched 
learning, using the identified intellectually gifted 
child as the agent or director of his own learning « 
Major emphasis is on cross«graded, multi-ethnic learn- 
ing with the main objective being to learn respect for 
the uniqueness of a person. 

A parent in the audience responded as follows: 

Sir, I have a college degree, speak two foreign lan- 
guages, and know four Indian dialects« X^ve attended 
a number of county fairs and three goat ropings, but I 
haven't the faintest idea as to what . . . you are 
talking about. 

Statistics (facts anc figures) can be highly effective and 
persuasive, but not if you overwhelm your audience with them. 
Examples, illustrations, and visual aids (charts, maps, graphs, 
transparencies, slides, and films) can enhance any presentation 
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if carefully selected and well made. If appropriate to your 
topic, one student success story can speak volumes. 



A good presentation is well planned and organized. A writ- 
ten outline-is a must if you are to avoid rambling and succeed in 
presenting a tightly organized argument or discussion. Sample 12 
is an example of an outline structure for a short speech. Out- 
lining your presentation also enables you to avoid reading a 
"speech," a sure way to put your audience to sleep. You can 
highlight your key points and examples with yellow marker, under- 
lining, asterisks, or whatever will catch your eye as you glance 
down at your notes. If you know your topic and have reviewed 
I your notes prior to the presentation, you can maintain eye con- 

i tact with your audience and speak to them in a relaxed, confident 

manner. 



Internal Publications and Written Communications 

Promoting the vocational program within the institution is 
just as important as taking your story to the outside public. 
Instructors , counselors , supervisors , other administrators , board 
of education members/trustees, advisory committee members, stu- 
dents, support staff — all need to be kept informed about what is 
happening in the vocational program. They need to be given 
recognition for their efforts and accomplishments, and feel a 
sense of pride in being actively involved in a program that is 
taken seriously by the school and community alike • 

The promotional techniques discussed thus far can go a long 
way toward providing this kind of information and recognition. 
In addition to these, there are many types of internal publica- 
tions and written communications that should also be used to 
provide needed information and promote understanding and program 
visibility. 

Newsletters . As its name implies, a newsletter is an 
informative "letter" (e.g. , report , news update) targeted at 
particular audiences or special-interest groups. It is normally 
published on a regular basis (weekly, monthly, quarterly) and may 
consist of one or more pages, depending on the amount of news to 
be reported. A vocational education newsletter published by your 
district/institution can provide information and recognition to 
instructors, students, advisory council/committee members, and 
others involved in or committed to the vocational program. It 
can help build a sense of unity and common purpose at the same 
time that it announces awards and honor-^, reports on meetings 
held or decisions made, encourages participation in ongoing activ 
ities or important upcoming events, or explains requirements and 
procedures. 
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SAMPLE 12 
OUTLINE FOR A SHORT PRESENTATION 



Introduction 

A. Gain attention 

B. Establish relationship between audience and vocational 
program 



' II. Main ideas 



A. Central theme or core statement 

B. Personal identification of audience with the main idea 

C. Reason for presenting the idea 

D; Initial summary of subpoints to be made 



III. Body 



A. Subpoint 
(development) 

B. Subpoint 
(development) 

C. Subpoint 
(development) 



IV. Conclusion 



A. Final summary 

B. Appropriate closure , V 

fi 1 ^■^rl^•r^'-l>"1l^ -^iv^iri- 
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Bulletins * Like the newsletter ^ a bulletin is an informa- 
tive communique that can be targeted at particular audiences or 
special-interest groups. It differs from a newsletter in that it 
usually focuses on one subject or event (see sample 13) ^ and is 
published as the need arises, rather than on a regular basis. 

Internal house organs . Many school districts/ institutions 
publish "mini-newspapers" containing feature stories, program 
descriptions, enrollment information, and articles on a variety 
of subjects related to the goals and activities of the educa- 
tional program. Special editions devoted to the vocational edu- 
cation program can be published at key times in the school year 
(e.g., prior to registration time) and distributed to students, 
staff, parents, and other appropriate audiences. Consider the 
following headlines from a recent issue of a quarterly publica- 
tion prepared by the public information office of a county board 
of education I 

• Vocational Options: A Look at Six Promising Careers 

9 Health Occupations: A Wide-open Field for Men and Women 

• Vocational Education Department Launches Campaign 
Against Sex Stereotyping of Occupations 

• Vocational Education Enrollment up as Job Market 
Tightens 

• Projected Local Outlook Good for Occupations Offered in 
Vocational Programs 

The issue focused on the county vocational education program and 
was part of the department's campaign to eliminate sex stereo- 
typing in career selection. According to a front page caption, 
*the department is trying to get students to take a realistic 
look at what their future needs will be and what courses are 
available to them that can best supply these needs." 

Letters of commendation, certificates , resolutions/procla - 
mations . Providing recognition for accomplishments and service 
is an essential part of any promotional program. Not only does 
it reward the recipient, but it can motivate others in the same 
group and project a positive public image. Sample 14 shows a 
letter of commendation sent from an administrator to a student 
vocational organization contest winner. Sample 15 shows a cer- 
tificate awarded to an employer at an employer-employee appreci- 
ation banquet. Sample 16 shows a resolution passed by a board of 
education prior to National Vocational Education Week and read at 
a public board of education meeting. The administrator initiated 
the passage of the resolution through contacts with board of edu- 
cation members. 
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SAMPLE 13 



vi m JUM^^C T." 



PARTIAL BULLETIN 



JEFCOED 
ADVISORY COMMITTEES FOR 
VOCATIONAL AND ADULT EDUCATION 

In Jefferson County, two types of advisory committees are presently func- 
tional throughout- the school system, with a third operational in some pro- 
grams. These three committees are identified as follows: 

1. The General Advisory Committee for Vocational and Adult Education for 
the Jefferson County School System 

2. Countywide program advisory committees for each of the programs 
offered in vocational education in the Jefferson County School Sys- 
tem, i.e.. auto mechanics, metal trades, business and office educa- 
tion, agribusiness, food management and services 

3. Individual craft committees for classes offered in vocational 
education 

I. Responsibility of Committees 

T 0 G I V E A D V I C E 

All advisory committees are organized to advise and counsel the Director of 
Vocational and Adult Education and members of the vocational staff, and to 
make suggestions and recommendations for guidance of the total program. An 
advisory committee provides a two-way system of communication between the 
school and the community, which is essential to all vocational and adult pro- 
Ad v i s o ry committee8jiavejio_a^^ 



grams. ^ 

The vary name signifies its function, which is to give advice. 

A, The General Advisory Committee for V ocational and Adult Education 

■ Assists in determining goals and objectives in connection with the 
types of vocational and adult services that are needed in the area 
served by the county school system 

Assists m conducting community surveys to determine the needs for 

training and types of programs . 

Reviews plans, policies, and curriculum content 

Evaluates programs by on-site visitation 

Promotes vocational and adult education 

Offers assistance in program implementation 
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SAMPLE 14 

^^ c;^ t ^ : ^^^^^^^ LETTER OF COMMENDATION i 

' JEPCOED '"-rS^-;^ • \: ' v ^ V"" -T-' 

I Jefferson County Board of Education . 
^:;A-400 Courthouse Building ■■ y.sw-... - .:: *\ 

J Birmingham, Alabama 35203 : 
^Telephone: 205/325-5222 



[ Apr 11, ^11/19-- 



iMr. Keith W. Old ^ v " 

T Fultondale Area Vocational Center 

^^900 N. Pinehill Road : - : 

Fultondale, AL 35217 V / - 

f'Dear Keith: . 

^Learning of the successes of our students is one of the most 
5^delightful experiences we have. Congratulations on winning first 
^place in the bricklaying competition at the VICA V District 

J Contest. ■ ■ - y-^:-.^:-:' 

We know that ybiir family, teachers, and friends are also proud of 
^-you, and we wish you a happy and successful future. 

tGood luck at the state convention. . >^ 

Yours .truly y .-L,.,,^..,. \ , . .... 



; Robert T. Carter y J. Revis Hall, Superintendent 

^Administrative Assistant / 
^Career and Vocational Education ^' 

rcc: ;-Mr. ."Jack Eazelrig ' ; '7'^ ;■/■■■ 

P Mr. Edward Todd 
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SAMPLE IS 



CERTIFICATE 




DISTRIBUTIVE EDUCATION CLUBS OF AMEMICA 

MoHomy Clfc M^^berskip 



We are grateful for your faith and vision In DECA, 
your understanding of our goals, and your untiring 
efforts in behalf of the youth of this state. 

In witneu whereof, this award is presented the 

day of ^ 19 . 



CM 
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SAMPLE 16 
RESOLUTION 



;! VJHEREAS, the progress and future well-being of the City of 

Dayton, Ohio depend in large degree upon the education 
and training provided by the city school district, and 

\ WHEREAS, the significant and continual changes of a sociological, 
ir economic and technological nature place new and addi- 

tional responsibilities on the educational system, and 

^WHEREAS, vocational programs afford the opportunity for youths 

and adults in the community to reach occupational goals, 

NOW, THEREFORE, BE IT RESOLVED that the Board of Education of the 
Dayton City School District expresses its pride in the 
• students and the staffs in vocational education programs 
and encourages all citizens of the community to visit any 
of the Dayton Public Schools' vocational programs during 
^ ' National Vocational Education Week, February 11 through 

February 19, 19 — , and acquaint themselves with the spe- 
cial services provided to Dayton citizens in the field of 
vocational education. - . / 
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Annual reports > A report providing basic information and 
statistics on the scope and accomplishments of the total voca- 
tional program can be targeted at board members, state department 
personnel, other administrators, the press, and, to a limited 
extentr the general public* Depending on your position, you 
wight compile and edit the naterial for this publication or con- 
tribute information for its development. 



Audiovisual Media/Displays/Posters 

It is a cliche worth repeating that a picture is often worth 
a thousand words. When s=)lecting promotional techniques, you 
should incorporate a variety of visual media designed to attract 
attention and excite the interest of your audiences. Remember, 
however, that the audiences to be reached and the objectives to 
be accomplished are your first considerations. For example, a 
slide/tape presentation is an excellent way of reaching limited 
audiences in certain situations, but would not be a good choice 
if your goal is to encourage the general public to support a bond 
issue. There are other, more effective ways to promote such an 
idea--ways that can reach large numbers of the public without 
requiring attendance at a meeting or special event. 

Slide/tape presentations . Slide/tape presentations can be 
developed relatively easily and inexpensively. The more profes- 
sional the technical quality of the slides and accompanyinc^ 
audiotape the better, of course, but perfectly acceptable produc- 
tions can be done by nonprofessionals. Slide cameras are rea- 
sonably inexpensive and fairly simple to operate, and the film 
can be processed into slides for a moderate price at the local 
camera store. In addition, some very effective slide presenta- 
tions can be developed that use live narration rather than audio- 
tapes. You (or whoever is showing the slides) can discuss the 
contents of each slide, tailoring your remarks to your audience 
and the level of interest shown. 

Slide/tape presentations are an effective means of present- 
ing an overview of the total vocational program or of a partic- 
ular program. They can show local programs and students in 
action; slides can be changed easily to update the information 
presented. If local shots are not available, slides can be 
acquired from the American Vocational Association (AVA) and the 
U.S. Department of Education that may be applicable to your pro- 
gram offerings. Such presentations can be used at inservice 
meetings, open house events, and meetings of civic groups and 
other audiences to introduce your program and lay the groundwork 
for more in-depth discussion. 
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Note that films, filmstrips, and videotapes are more 
expensive, difficult, and time consuming to make than slide 
presentations. If you check the catrlogs of commercial film 
distributors, however, you may be able to obtain (for review, 
rental, or pu;:chase) materia?.^ that speak to scch topics as the 
general yoa.Ts and purposes ot vocational education and the need 
for skilled workers. 

Displays/exhibits . Displays Ccin r^ ach audiences that might 
not t^ke the time to read an a*. ti^le or listen tc a presentation. 
If well designed, they can have dramatic impact, with cclor, pic- 
tures, and movonent that capture the viewer's attention and 
elicit an active response. A display that uses student work or 
live action can present information and creaf a change in the 
viewer's attitudes in just a few minutes. 

Displays can be placed in schools, at loca^ fairs, at shop- 
ping centers, in store windows, in libraries — anywhere that they 
will have high visibility for the audiences you want to reach. 
They are often prepared for special occasions such as open houses 
or National Vocational Education T-i^eek. 

Many promotional objectivt;s, such as the following, can be 
accomplished using this teciiniqne: 

• Displays fcrrusing on student recruitment can present job 
opportunities in an occupation, qualifications for 
trainees, satisfaction of tiie work, pry scales, kinds of 
activities involved, and details of the program's length 
or requirements. 

• Public information about th^ vocational program can be 
provided to parents, employers, school personnel, tax- 
payers, community leaders, and so on. Statistics about 
numbers '^f trainees and job placements, types^ of training 
offered, facilities required, costs per sti^ient, and 
future occupational trends cou^^d be presented. 

• Student work and projects can be displayed, "illustrat- 
ing the skills and knowledge bein^j learned. Such displays 
can be highly motivational and reinforcirtg for stude* ts. 

• Displays that perform a s ervice to the commur jity can 
indirectly promote a positive image for the program. Such 
displays can either provide information (e.g., how to 
remove difficult stains from clothing) or can render an 
actual service right on the spot (e.g., a -jlood pressure 
check) . 

Although promotional displays need not be elaborate, complex 
undertakings, most do require extra time, effort, and staff, and 
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they can be expensive to construct and maintain. If done hap- 
hazardly, the effect can be lost. Depending on where the display 
will be located, you may need to assist teachers, students, and 
others involved in the display in getting approval for setting it 
up and in transporting equipment and materials. 

Posters and specialty items . Posters and specialty items 
such as bumper stickers, labels, and pins can make a strong 
visual impact and give your program added visibility around the 
school and community. The message cannot be lengthy, complex, or 
too subtle, of course. The drawing or photograph should speak 
for itself, with a minimum of explanation in a brief caption or a 
few sentences. A bumper sticker or pin should make its point 
with a simple, catchy phrase or expression that sticks in the 
memory (e.g., "Life's Enjoyable for People Employable"). 

Your promotional objective may be simply to provide people 
with visual reminders that vocational education programs do 
exist, or you may have a more specific goal. Posters, bumper 
stickers and Owher such items could be part of a larger promo- 
tional campaign to increase nontraditional enrollments, for 
example. One school system developed a series of posters pic- 
turing male and female students at work in occupations nontradi- 
tional for their sex. The slogan "Voc Ed is Coed" appears on 
each poster, as well as on bumper stickers and labels that are 
freely distributed in the district. The AVA and some state 
departments provide materials promoting vocational education that 
you could acquire and hand out on a wide variety of occasions. 



Recognition Programs 

We have said that giving students, staff, and community 
supporters recognition for their accomplishments and efforts on 
behalf of the vocational programs should be an integral part of 
your promotional program. Many of the techniques discussed thus 
far can piovide this recognition, in one form or another. In 
addition, you should plan special programs designed to reward and 
publicize achievement and acknowledge individuals and groups who 
support the program. 

-wards ceremonies . Special ceremonies can be planned for 
outstanding students and faculty members, advisory committee 
members, special employers, and others. Many institutions have 
an awards day sec aside to recognize outstanding achievement in 
all program areas, in student voccLtional organization activities, 
etc. Awards and certificates of appreciation can also be pre- 
sented during open house events or other programs held at the 
institution. A certificate, plaque, trophy, or other keepsake 
shoulf" accompany the announcement of the accomplishment (often 
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businesses or civic/service organizations will sponsor such 
awards) . 

Employer-employee appreciation events . Publicly recognizing 
and thanking employers for the important role they play in a 
cooperative vocational education program is essential to the 
continued success of the program. Annual employer-employee 
appreciation events— usually either a formal banquet, luncheon^ 
or breakfast event— are part of the program of activities of most 
student vocational organizations. 3 Most, if not all, of the 
planning for such events should be accomplished by students and 
teachers with the approval and support of the vocational adminis- 
trator. Following are examples of special recognitions and pre- 
sentations that should be a part of such an event: 

• Conferring of honorary membership in the local student 
vocational organization upon advisory committee members, 
employers, and others who have rendered outstanding ser- 
vice to the organization (see sample 15) 

• Presentation of certificates of appreciation to all 
employers 

• Presentation of special certificates of appreciation to 
employers cooperating for extended periods of time 

• Presentation of awards to outstanding students 

• Presentation of vocational certificates or diplomas to 
students 

• Presentation of scholarships to students 

• Recognition of award winners of district, state, or 
national student vocational organization competitive 
events 



Informal Personal Contacts 

Although many of the tasks involved in promoting your 
vocational program can and should be assigned to others, there 
are certain public relations activities you just can't delegate. 
These are the informal, one-to-one contacts you make with school 
personnel and members of the community in the course of fulfill- 
ing your many responsibilities. Some of these contacts will be 



3. For information about how to conduct such an event, you may 
wish to refer to Module J-10, Supervise an Employer-Employee 
Appreciation Event , part of the Professional Teacher Education 
Module Series produced by the National Center for Research in 
Vocational Education (Athens, GA: American Association for Voc.i • 
tional Instructional Materials, 1978). 
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unplanned, as when you receive a call from a worried parent or 
run into a board member at a club meeting. 

In addition to these contacts, you need to initiate or be 
available for meetings and discussions with your various publics. 
Once you have identified your key target audiences, you need to 
""^^^uf effort to open up the lines of communication and 
establish a friendly working relationship with persons whose sup- 
port of and involvement in the vocational program is important to 
Its success. 

If good public relations is your goal, there really is no 
substitute for informal, face-to-face meetings that allow people 
to exchange views, compare notes, and get to know each other in a 
relaxed, nonthreatening atmosphere. Consider the difference in 
the way you respond to a letter from a ccjlleague with whom you 
are on a first-name basis, and one from a person who is still 
only a "title" to you. A request from that first person will 
seldom go ignored; at the very least, you will weigh it care- 
fully. 

What this means is that if you want the undiirstanding and 
support of a legislator, a board member, a feeder-school princi- 
pal, a guidance counselor, or anyone else, a good beginning might 
be an invitation to a luncheon meeting or a coffee at your insti- 
tution. Simply picking up the telephone and congratulating some- 
one on a job well done, or sharing some idea or bit of news of 
mutual interest, can go a long wa^ toward keeping lines of com- 
munication open. And you can maintain an "open door" policy 

without succumbing to unreasonable demands on your time—by 
scheduling certain days, or certain hours, as times when you will 
be available to meet and confer with visitors, take people on 
tours, and so on. At those times when you cannot spend much time 
with visitors, having a planned program for guests, in which a 
student can greet guests and take them on a tour (perhaps visit- 
ing specific classrooms as prearranged with the instructor), can 
relieve you of this responsibility and create a positive image of 
your students and your program. 



Conclusion 

In any one year, you will not, of course, be using all of 
the promotional techniques we have discussed. The audiences to 
be reached, your promotional objectives, and the constraints of 
your situation will determine the selection of media and methods. 
As we have seen, you have a substantial number of resources and 
teciiniques to choose from in gaining the understanding and sup- 
port of the school and community for the vocational education 
program. 
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bThe following "Case Situation" is in three parts: 
part I gives you background information on your case 
situation; part II asks you to plan an open house for 
that situation; and part III asks you to critique 
four promotional items that you are to assume were 
developed in preparation for that open house. Read 
part I, and then follow the directions given in 
parts II and III. 



CASE SITUATION 



Part I: Background Information 

You are the director of vocational education for a school 
district that includes a city district and three adjoining subur- 
ban districts. Included in the district is a four-year-old voca- 
tional facility called the Jobs and Progress Vocational Center 
(JPVC). In November, your superintendent asks you to develop a 
"Business/Industry/Education Day" at the school, designed to 
encourage local employers to hire this spring's graduates (the 
latest placement figures don't look as encouraging as you had 
expected when you were developing your yearly promotional plans). 
Since the district does not have a public information office, you 
have the responsibility for developing and implementing the 
entire plan. 



Part II: Open House Plan 

Develop a plan for the open house, using the following ques- 
tions to guide your planning: 

1. Which key school and district personnel should be involved in 
planning the open house? Briefly suggest how/why they should 
be involved. 
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Wlien should the event be held? Why? 



3. What background data might be of help to you in developing 
your plans for the open house? 



4. Who are your key target audiences for the event? Who else 
will you try to attract to attend? 



Identify three to four potential objectives for the event. 



EKLC 
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Which media and techniques will you use to reach your taraet 
audiences? ^ 

a. What types of advance publicity will you use? 



b. What types of activities and promotional materi als will 
be available at the open house? ' 



What major steps should you complete in preparation for the 
open house? 
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Part III; Promotional Techniques 

Assume that, as overall coordinator of the open house, you 
held planning sessions with various staff and delegated specific 
rIspoSsibililies. Four of the assignments you made involved the 
preparation of the following: 

• Public service announcements for advance publicity 

• News releases for advance publicity 

• Brochures to be distributed at the open house 

• A keynote presentation for the dinner that will conclude 
the open house activities 

1. Following is one of the public service announcements sched- 
uled to be aired prior to the open house, c^ritisue the PSA, 
in wrUing on a separate sheet of paper, pointing out errors 
in ?orm as well as ways in which the content is inappropriate 
or ineffective, given the situation outlined in part i. 



PUBLIC SERVICE ANNOUNCEMENT 



f subject: open house to be HELD AT JOBS AND PROGRESS VOCATIONAL 
L CENTER ■; ; , ■ , : ■. ■ ■ 

|:-An open House will be held at the Jobs and Progress Vocational 
^Center, March 12 from 2:00 p.m. to 5:00 p.m. A Mexican dinner, 
tprepared by the students in the Food Services program, will be 
^served from 5:30 p.m. to 7:30 p.m. Students at the Center are 
rtrained to be immediately employable upon graduation and fully 
: prepared to meet the challenges of rapidly advancing technology, 
[program of ferings are kept ' updated through the cooperation of 
^advisory committees of business/industry representatives. 
' Mechanics, dealers, computer programmers, service managers, 
^Chefs; company executives, electricians, and others meet regu- 
larly with instructors to give practical advice on current 
^'business/industry trends and other matters important to sound 
^educational programs. Plan to attend and partake of some culi- 
nary delights from south of the border! 



2. Following is a news release to be submitted to a weekly 
metropolitan newspaper prior to the open house. Critique 
the news release, in writing on a separate sheet of paper, 
pointing out errors in form as well as ways in which the 
content is inappropriate or ineffective given the situation 
outlined in part I. 



: NEWS RELEASE ' 
FOR IMMEDIATE RELEASE ; February 12, 1980 - 

.* ^ . 'local employers' fail to come through 

Employers in the metropolitan and suburban Centerville area have she 
■ a disappointing lack of interest in hiring graduates of the four-year-old 
I Jobs and Progress Vocational Center, according to Mr, Michael Evans, prir 
r-cipal of the Center. -v.^^:; ; " /"V: :-v:v^S^;>^ 

"We expected a lot more cooperation from local employers, not only 
because we provide quality training, but because we considei* it to be the 
.responsibility to support us," Evans indicated. v".;^^_ 

JPVC is built on the recognition that the leaders of tomorrow's 
: business and industry will come from the classrooms of today. Learning c 
: salable skill, as past graduates have done, affords students the oppor- 
vtunity for a more productive life in a modern technological society. 
'^ Employers seeking capable personnel have a veritable pool of such prospec 

tive employees undergoing training at the Jobs and Progress Vocational 
I^Center. - [■,■'• 

^ An open house, the first annual "Business/Industry/Education Day," 

j will be held at the Center, 99 E. State Street, March 12 from 2:00 p.m. t 
r 5:00 p.m. to acquaint employers with available programs and facilities, 
r "We welcome the opportunity for area employers to visit and openly convei 
^ with instructors and students alike, Evans said. W ^ . - 



.- 30 - ;.;.v^; . v;. 
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Following is one section of a brochure to be mailed with 
invitations to the open house and also to be distributed at 
the event. Critique the partial brochure, in writing on a 
separate sheet of paper, pointing out errors in layout as 
well as ways in which the content is inappropriate or 
ineffective. 

V.The' Cehter ' rounds out the educational process by providing 
■/occupational experiences that lead to employment and/or 
r;Continued education. For students interested in immediate 
?;'..employment after high school, the Center offers practical 
^v'experiences that help prepare them for specific occupa- 
i^tional fields: Business and Office Education, Data Entry 
^■'Systems, Auto Mechanics, Welding, Commercial Arts, Food 
/Services, Distributive Education, Electricity, Carpentry, 
; Masonry, Forestry Services, Telecommunications, Drafting, 
^and Machine Technology. The Center offers students the 
f opportunity to develop decision-making skills, to choose 
r/career options, or change career directions. In addition, 
:-the Center is a working/learning center where students ^ 
/develop attitudes concerning the significance of all types 
i of work. To ensure program effectiveness, the Center's ^ 
L-approach to its variety of goals is experience-oriented, ^ 
^^broadly based, and open to change. Each program is indi- ^ 
|.yidualized, based on a list of course proficiencies 
^•reflecting the criterion-referenced approach and verified q 
fi^^through periodic occupational analysis. Proficiencies ^ 
E?*^*^^^'^®^ each student are certified by the instructor at ! 
^;the end of the course. ' -^ ^ ^ 

|J;Staff provides a program of guidance and counseling that 
[^enables each student to select and prepare for a career 
;i.;suitable to his or her interests , abilities , needs , and 
^aspirations. -The placement program serves all students, . 
^:;those going to work as the next step, and those planning to 
■^get further education and training. Follow-ups are con- 
jj^jducted of all students. Orientation to Center courses is 
^provided with cooperation of junior high, high school, and 
"^'senior high principals, counselors, and teachers. Informa- 
.tion is provided on the job market and training require- 
rments for occupations: to counselors in all secondary 
^Chools^. .r;-/;-::^;^^-',,;.- ^ '.: •: •■wi-''^';.:- ^//■;J•■^ ' 



&4 



c 



76 



70 



4. Following is an outline of a presentation an administrator 
plans to make at the dinner concluding the open house event. 
Critique the outline, in writing on a separate sheet of 
paper, pointing out problems with the planned content of the 
presentation. 



The Need for Cooperation Between 
Business/Industry and Vocational Education 

I. Introduction \;. . ':;:r''y'^'. r y 

A. Our country is facing both an economic and an energy 
crisis that has affected, and Will continue to affect, 
every person in this room. /r .V 

B. We need to work together if we are going to be able to 
overcome these problems and educate our children for 

I the challenges of the f uture. . ; ■V.L^^ ■ . 

?• II. Main Idea : - . ^ 

A. Working as a team, we can meet the challenge of prepar- 
ing our human resources effectively. ^ 

' Be Most of us have children who are preparing themselves 

for careers, and we realize the need to adequately pre- 
pare them for the occupations of the .future. 

C. Certain problems and conflicts are keeping us from 
meeting our goals. • . /y-::^:--^-'-: y. r-- "^.^ 1^ 

D. We need your help to overcome these problems. 

(III. Body . -.^ " 

A. Enrollments and expenses are increasing:, but our budget 
has not kept pace. . : . .v^, 

(read f.nrollment statistics for past four years; 
' ■ present budget figures by department). 

Be Although we are a fairly new facility, our equipment in 
certain programs is already out of date. 

(give examples i ask audience to point out other exam- 
h pies they noticed while touring the facility) . . 
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Counselors continue to use JPVC. as a "dumping ground" 
for problem students. ; > . ; 

(relate anecdote about the former student in food ser- 
vices who tried to slip hallucinogens into the cake 
batter) ".'-^y.'. ' - ■ 



IV* Conclusion ^ ' • > • ' ^ '^^^ . • 

\. With your help, we can develop the kind of program here 
at JPVC we all want and need. - . 



B. 



Some of the things you should do are as follows: 

1. Serve on advisory committees 

2. Provide training stations - 

3. Donate equipment and materials ''"^^ry),}^ 

4. Hire our graduates 



-'iVitfnfrl i k 
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Compare your completed written responses to the "Case 
Situation" with the "Model Responses" given below. 
Your responses need not exactly duplicate the model 
answers; however, you should have covered the same 
major points. 



MODEL RESPONSES 



Part II; Open House Plan 

The same types of decisions and procedures that go into 
developing your overall promotional plans will be involved in 
planning a major promotional event such as an open house. 

1. The following key school and district personnel should be 
involved in planning the open house: building administra-' 
tors/ teachers, and counselors. 

The building administrator ( s ) at JPVC must be heavily 
involved in planning activities, setting up the facilities, 
monitoring staff and student preparations, and promoting the 
event in-house. 

Teac hers will have major responsibility for identifying and 
preparing activities designed to acq-.aint visitors with each 
program: student skill demonstrations, presentations, labor- 
atory tours, displays of student work, etc. They can provide 
basic program data and student success stories, coordinate 
student participation, and help ensure that classrooms and 
laboratories are set up properly and "in shape" for visi- 
tors. 

Counselors can also assist by providing data on students' 
skills and achievements, employment trends, and follow-up 
results. 

All of these persons ^ 111 be interested in and affected by 
the outcomes of the open house. Thus, they should be 
involved in identifying objectives, planning appropriate 
activities, and publicizing the event. On a practical level, 
the more people you involve, and the more you are able to 
spread the responsibility, the more you can accomplish. 

2. The event should be held sometime in the spring; probably 
March or April would be best. For one thing, at least three 
months lead time will be required to make all the arrange- 
ments and preparations for this schoolwide event, and to 
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allow guests to arrange their schedules. One consideration 
is that not much will get done during the busy ho.liday season 
in December. In terms of the needs of student5? ard employ- 
ersr spring is the time when most graduating seniors send out 
their credentials and start serious job seeking. 

The background data that might be of help to you in develop- 
ing your plans for the open house include the following s 

• Names of employers ot past graduates 

• Advisory committee lists for each program 

• Guest lists from previous open houses and other such 
events 

• Placement data by program 

• F->rioyer feedback on program strengths and weaknesses 

Jiie skills possessed by graduates ( why are recent 
3inent figures less encouraging than expected?) 

• : oting promotional materials usable as is or adapt- 
able to this event 

• Basic program information for each area 

Since your overall goal is to encourage local employers to 
hire this spring's graduates, your primary audience will be 
these employers, i.e.: 

• Past employers 

• Prospective employers, including employers represent- 
ing all sizes of businesses related to each vocational 
area; company owners/managers 

In addition, you will want to reach persons who influence (or 
can influence) hiring and placement, e.g.: 

• Personnel directors 

• Bureau of employment services representatives 

• Representatives of local, state, and federal govern- 
ment personnel offices 

• Placement staff 

• Chamber of commerce representatives 
Others who should attend include the follcving: 

© Advisory committee/council members 

• Board of education members 

• Superintendent and other top administrators 
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Again, if your overall goal is to encourage the hiring of 
this spring's graduates, your specific objectives should be 
aimed at informing your target audiences and encouraging them 
to take the action you want. Following are some suggested 
objectives, each of which has implications for the tyoes of 
activities and materials that could be available at the open 
house : 

• To inform prospective employers about existing pro- 
grams and types o£ training 

• To inform prospective employers of the availability of 
graduates for employment and the skills possessed by 
trainees 

• To allow guests to view programs in action and talk 
with seniors 

• To develop a list of prospective employers for place- 
ment opportunity follow-up 

Concerning the types of advance publicity you will use, 
answers .,ill vary somewhat. However, you should have con- 
sidered some of following techniques in your response. 

Because this event is not intended for the general public, 
and is targeted at some specific groups and individuals, you 
can reach many of the people you want to attend by sending 
letters of invitation directly to them or to contact persons 
within each group. Copies of appropriate brochures could be 
included with these letters. Follow-up announcements, per- 
haps in the form of flyers giving the date, location, person 
to contact for further information, etc., could be sent just 
prior to the event. 

Considering the size of the district (city and adjoining sub- 
urbs), however, it will probably not be possible to identify 
and send letters to everyone you want to reach. In addition, 
some people may ignore the invitation unless other types of 
publicity bri ig the event to their attention and motivate 
them to attend. 

Thus, you will also want to publicize the event through pub- 
lic service announcements and news releases (to daily and 
weekly papers) targeted directly at past and prospective" 
employers and others directly involved in hiring and place- 
ment. These items should explain what they will see and how 
they can benefit from attending. 

Well-timed newspaper articles (or news releases) on the suc- 
cesses of past graduates could generate interest among pro- 



81 



O 4 



spective employers in visiting the institution and talking to 
current students. 

Assuming that there are business news programs on local radio 
or TV stations, you can reach your intended audiences by sub- 
mitting PSAs or news iteiTis for airing on these programs. 

The activities and promotional materials selected for the 
open house should be keyed directly to the objectives you 
have identified. Although answers will vary, the following 
are some items you should have considered, given the overall 
goal of the open house: 

• Student skill demonstrations 

• Displays of student work 

• Tour of the facilities/laboratories 

• Exhibits/bulletin boards featuring pictures of 
successful graduates on the job 

• Brochures providing program descriptions 

• List of graduating seniors available for employment; 
list of placement counselors, vocational instructors by 
area, with phone numbers (who to contact) 

Other possibilities include holding an auditorium program 
involving school staff, advisory committee members, past 
employers, successful graduates, etc. (Past employers might 
be asked to discuss successful experiences with hiring JPVC 
graduates, the quality of their training and preparation for 
the world"Of-work, etc.) 

If a luncheon or dinner will be part of the day's activities 
(a good idea), certificates of appreciation could be pre- 
sented to employers who have supported the program, or out - 
standing students could be recognized . 

A slide/tape giving guests an overview of the school and its 
program could be shown (once, if there is a set schedule of 
activities, or periodically, if a more flexible schedule is 
planned) 

In preparing for the open house, your role should be that of 
initiator, coordinator, and monitor. As such, you should do 
the following: 

• Meet with the building administrator to set the date 
for the event and mi\B preliminary plans (e.g., clear 
date with other everts, decide who should be involved in 
the planning, set ur planning meetings) 
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• Hold planning meetings and, working with the building 
administrator, delegate specific responsibilities to 
teachers, counselors, supervisory staff, etc. 

• Set up a planning calendar to identify who has to do 
what by when 

• Hold staff meeting with teachers, etc., to discuss and 
plan lab/shop displays, demonstrations, student roles 

• Prepare the B/I/E Day agenda 

• Monitor preparations; ensure that advance publicity is 
going out on schedule 

• Make "last minute" checks of facilities, materials, 
etc., to ensure that everything is in order 



Part III; Promotional Techniques 

1. The public service announcement (PSA) has problems with form 
and content. The problems with form are as follows: 

• Does not give the name of the person to contact 

• Does not indicate length of message in seconds 

• Does not give air date 

• Is not in all caps 

Concerning content , the PSA does not tell the target groups 
why they should come and what they will see if they do. (The 
information given on students' training and the updating cf 
programs is relevant to employers' needs and interests, but 
is not stated in those terms and does not specifically say 
that guests will see and hear evidence of this hiqh-quality 
training. The dinner, which is an added attraction, is made 
to seem the primary reason for the event.) 

In addition, the PSA is too long and invol ;ed for a PSA 
announcing an open house"! And finally, no address is given 
for the center, and no telephone number is listed io call for 
further information. 



2. The news release has problems with form and content. The 
problems with form are as follows: 

• Gives a headline (this should be left for the editor/ 
r epo r t e r to decid e ) 

• Is not double-spaced 

• Has margins that are too narrow 
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concerning content y the news release does not start v/ith the 
" 5 Ws" and "H "; who, what, when, where , why, and how. These 
should come in the first , not the last, paragraph of the 
release. 

Second r the headline and first two paragraphs are extremely 
negative and bound to offend the key target audience — local 
employers. In addition ^ they put the focus on problems (and 
possible weaknesses in your program)^ rather than on attract- 
ing employers to the open house. 

Finally, the key statement concerning the "pool of • • • pro- 
spective employees" comes too late , after a negative image 
has been created. 

The brochure has problems with layout and content. Concern- 
ing the layout , there is too much unbroken copy , with no 
headings or illustrations to break up the text, and overly 
long paragraphs. The amount of reading looks forbidding. In 
addition, the various program offerings should be broken out 
from the text (e.g., in a two-column list) so that they stand 
out and catch the reader' s eye. 

Concerning content , there is too much information, aimed at 
too many ditterent audiences . Do employers need to know 
about the counseling, placement, and orientation services of 
the school, or is this information really aimed at students, 
parents, and counselors? 

Second, the language is too "lofty" and general to give 
employers a concrete picture of what students can do and how 
your program is relevant to their needs, and the writin^i 
style is anything but lively. 

Finally, the key information that would attract employers anc 
explain why they should hire your gra aates is either "bur - 
ied" in text that approaches "educat pnese" or not stated a t: 
all . For example, if students are gx ^ up-to-date, ^ nds-c":* 
training in skills identified and approved by indust.y^ why 
not say so? If instruction is competency-based, vi perfor- 
mance standards drawn from industry requirements, vhy not 
explain this simply and clearly? ^hy not mention tl4 role of 
advisory committees here, or the background and experience of 
your instructors? 

In the presentation, the theme of cooperation between busi- 
ness/industry and vocational education is certainly relevant 
to the overall goal of the open house. Unfortunately, this 
theme is never really developed, and the needs and concerns 
of the audience have been forgotten. 
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First, instead of exploring the "working as ci team" idea, the 
speaker plans to speak only of what butjlness/industry should 
do, an approach that may well turn off f:he listeners* The 
speaker should plan to emphasize how the student3 could bene- 
fit business/industry • 

Second, the presentation focuses on problems and conflicts 
faced by the center, creating a negative image of your pro- 
gram and trainees (out-of-date equipment, problem students). 

Third, discussions of budget problems and the lack of under- 
standing of feeder-school counselors are inappropriate for 
this particular audience on this occasion. 

Fourth, reading the enrollment and budget statistics is bound 
to put most of the audience to sleep. 

Finally, although asking for comments from the audience is, 
on the surface r a good way to generate interest and involve- 
r : i'^;^ in this case it only draws attention to weaknesses in 
your program. It would be more appropriate to ask for 
corrments or questions at the end of the presentation. 

There are at least tv/o additional things the speaker could 
have done co improve the presentation. Since advisory coun- 
cil/committee members are in the audience, they could have 
been publicly recocjnized and thanked for their valuable ser- 
vice* In addition^ since donations of equipment are being 
sought, the speaker could have encouraged such donations by 
reminding employers that equipment donations can be used as a 
tax credit. 



Level of Performan ce: Your responses should have covered the 
sane major points as the model responses. If you missed some 
points or have quei.tions about any additional points you made, 
review the mater-^'al in the information sheet, "Reaching Your 
Audience^ " pp, 3 -69, or check with your resource person if 
necessary. 
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^Optional 
^Activity jm 



If you wish to try your hand at developing some pro- 
motional materials, you could revise o? rLri?l u^e 
four Items you critiqued, using the model 
to guide your revisions. 



critiques 



Optional 
Activity 



For in-depth information and practice on several of 
the promotional techniques covered in this module, 

^^In^L"!^'?^ ^^V"^ """^ °^ "'^^^ °f the following 
Mndui. 2 Professional Teacher Education 

Educa?ion:'^"' '^^^^^^^P^'^ ^^e Center for Vocational 

• ggviLg£,.i_Schc^l -Communitv Relation s Plan for 
Your Voc ation^il_ Program , Module G-1 ^ 

• give_ P_resentnr.ions to Promote Y our Vocational 
Program , Mcdule^^^2 

• glY.glop__Bi^o chures to Promote Your Vocational 
Program, Module G-3~ ' ^^^^ 

« Prepare D is plays to Promote You r Vocational 
Program , :-«odule G-4 

" irega£e _News Releases and Articles Conp^ r-n,- n., 
ig^r Vocational Program , Module G-5 

• hEj^I}^_t ox Television and Radio Pre spni-P.«-i..no 
£°Il£fc:rn>ng Your vocational Program . Module r,-fi 

• £gnd^gt Open House . Module G-7 

These modules are designed for use by vocational 
teachers. 'rJowever, the information on how to develop 
and use varxous promotional materials and techniques 
is equally relevant to vocational administrators? 
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Learning Experience III 



OVERVIEW 




Given background information on a hypothetical 
school situation, develop a plan to promote the 
vocational education program in that situation. 



Activity 




You will be reading the "Case Situation 
pp. 89-90 r and developing a plan for publicizing 
and promoting the vocational education program in 
the situation described. 




Your competency in developing a promotional plan 
will be evaluated by your resource person, using 
the "Promotional Planning Checklist," pp. 91-93. 
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Activity The following •'Case Situation" provides background 
M information for you to use in developing a plan for 

promoting the vocational program of a hypothetic 
^■^^^ cal area vocational center. Read the situation 

described, and then develop a promotional plan for 

one year . 

Since this is a hypothetical situation, you will not 
be able to develop as thorough a plan as you would in 
a real situation (e.g., you don't know exactly what 
media outlets are available in this community, and 
you can't really assign responsibilities — other than 
those normally handled by the public relations 
director — unless you know the work loads and skills 
of your staff). However, you can indicate in at 
least a general way what you would do, and you should 
feel free to use your imagination to fill in gaps 
(e.g., the dates of school holidays). 



CASE SITUATION 



You have been appointed as the local school administrator 
of a new area vocational center that will open in the fall. The 
building will be completed in early sprixig. The facility is 
designed to house 760 secondary students (2 sessions of 380 
students each). Students will be bused in from five (5) feeder 
high schools located in the eastern area of the school district. 
There are four other area vocational schools in the district. 
Fourteen different programs will be offered, including business 
and office, data entry systems, auto mechanics, food service, 
carpentry, drafting, and machine technology. 

You will have a counselor and assistant principal employed 
by March 1, and there is a public relations director for the 
school district, A reasonable amount of money has been allocated 
for promotional purposes; you are responsible for deciding how 
these funds can most effectively be used. The new school is 
located in a suburb of 10,000 people with an active mayor and 
city council. 



Feeder Schools ; 

1, Thomasville High School — upper middle income area with low 
minority enrollment. Many students drop out because of lack 
of interest in academic offerings. 
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3. 



4. 



5. 



^^^^t ^^^^ school-average socioeconomic base with cross- 
seccion ot academic ability. Balanced racial/ethnic mix 
Some exceptional education classes. avecnnic mix. 

kuhnrh^n "^'^w school-middle income area with both rural and 
?Mon students go to work after gradu- 

ation. Achievement levels are average and below. 

Pr!mari'!v^ar^? School -small school with lower income base, 
?Iio? i* students achieve at one grade below grade 

Ittl'^ Students come from conservative homes with reputation 
as hard workers. Low minority enrollment. «putacion 

School— lower socioeconomic base with high per- 
cent of minority students. Students achieve on the Ive?aqe 

t\lTterr.e'^^^^^^^^^^^ "--^^ i.plL%^^nLd 

Problems You May Encounter ; 

wni^L'nd'a?! of h-^'^-r'^if "^2^ ^^^^ privately that he 

will send all of his "troublemakers" to your school. 

u!;w?mna\o'?L;^"fH"'^ (and their parents) are extremely 
unwilling to leave the community in which they live. 



5. 
6. 



neoat!i°"^i?^''^^! °^ ^^^^ ^^^h schools have shown a 
negative attitude toward vocational education in the past. 

The news media is down on education in general. 

tion^J^^n..*^??^''^^"^ pushing you to increase nontradi- 
Clonal enrollments. 

Data entry systems is an entirely new program in the 
v^xsurxCu • 



After you nave developed your promotional plan, 
arrange to have your resource person review and 
evaluate your work. Give him/her the "Promotional 
Planning Checklist," pp. 91-93, to use in evaluat- 
ing your work. 
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Name 
Date 

Resource Person 



PROMOTIONAL PLANNING CHECKLIST 



Directions : Place an X in the NO, PARTIAL, or FULL box to indi- 
cate that each of the following performance components was not 
accomplished, partially accomplished, or fully accomplished. If, 
because of special circumstances, a performance component was not 
applicable, or impossible to execute, place an X in the N/A box. 



LEVEL OF PERFORMANCE 




1. The completed promotional plan clearly 
identified the following: 

a. the key target audiences 

b. the promotional goals and objectives 
for the year 

c. the promotional methods, media, and 
materials to be used 

d. the types of individuals/groups to be 
involved in planning and conducting 
the promotional effort.* 

e. how the promotional effort will be 
evaluated 

2. All activities were scheduled on a master 
calendar/time line 

3. The key target audiences identified 
included: 

a. feeder-school principals 

b. feeder-school counselors 

91 



□ 


□ 


□ 


□ 


□ 


□ 


□ 


□ 


□ 


□ 


□ 


□ 


□ 


□ 


□ 


□ 


□ 


□ 


□ 


□ 


□ 


□ 


□ 


□ 
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LEVEL OF PERFORMANCE 



c« prospective students 

d» parents •••o Q 

e. media personnel Q 

The identified goals and objectives indi- 
cate that the promotional program will 
address the following areas: 

a* informing all students about the 
opportunities available in the new 
area vocational center ...^ Q 

h. ensuring that students in all five 
feeder schools have access to the 
center (i.e.r that one school will 
not be allowed to fill it up) ••• Q 

c* increasing the understanding and 

support of feeder-school counselors* • Q 

d. ensuring that feeder-school princi- 
pals understand the nature and goals 

of vocational education programs* ••••• • Q 

e. alleviating parents' concerns Q 

f. gaining media support for vocational 
education c 

g. encouraging nontraditional enrollments • Q 

h. publicizing the new data entry systems 
program [H) 

A variety of promotional methods , media, 
and materials was identified 

The promotional techniques selected were 
appropriate to: 

a* the target audiences to be reached Q 



□ □ 

□ □ K 

□ □ 



□ □ 

□ □ 

□ □ 

□ □ 

□ □ 

□ □ 

□ □ 

□ □ 

□ □ 

□ □ 
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LEVEL OF PERFORMANCE 



7. 



b. the areas to be promoted Q | | | — | 

c. the available staff and funds Q | [ [ — | 

Activities were scheduled so as to ensure 

a timely a. id continual flow of promotional 

information Q Q | — | 



Level of Performance ; All items must receive FULL or N/A 
responses. If any item receives a NO or PARTIAL response, the 
administrator and resource person should meet to determine what 
additional activities the teacher needs to complete in o to 
reach competency in the weak area(s). 
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Learning Experience IV 



FINAL EXPERIENCE 



While working in e,t: actual administrative situ- 
ation, promote the vocational education program.* 




Activity 



As part of your administrative responsibility, 
promote the vocational education program. This 
will include— . .\. ; . ; 

' ♦ developing a complete --Jroinotional plan for 
one year ' :\-}_^-' - -' ,^^'-- ' - ■ 

• assigning responsibilities as appropriate 
to your situation ; /-y-i:-^ ' ^ ; • ' 

conducting at least one promotional act iv~ 

■• ■ ity ^ • ■ ■ . . . . 

• monitoring promotional activities 

• evaluating the promotional effort 

NOTE: As you coirtplete each of the above activi- 
ties / document your activities (in writing, on 
tape, through a log) for assessment purposes. 

Your resource person may want you to submit your 
written promotional plan to him/her for review 
before you proceed v ith your actual promotional 
efforts. 



continued 



*If you are not currently working in an actual administrative 
situation, this learning experience may be deferred, with the 
approval of your resource person, until you have access to an 
actual administrative situation. 
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FINAL EXPERIENCE continued 




Arrange to have your resource person review your 
promotional plan, any sample promotional materials 
developed under your leadership/ and any' other 
documentation of your activities . If possible, 
arrange to have your resource person observe at 
least one instance in which you are directly 
involved in promotional planning or activities 
(e.g. i; working with an ad hoc committee; making a 
presentation; planning or conducting a tour) . ... 

Your total competency will be assessed by your 
resource person, using the "Administrator Perfor- 
mance Assessment Form, " pp. 97-100. : v " :^ 

Based upor the criteria specif ied 'in this .assess- 
ment ins trrr^^ent, your resource person will deter- 
mine VThethe- vou are competent in. promoting the 
vocational . ed -nation program. "\v>,^^^^^ 
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Name 



Date 



ADMINISTRATOR PERFORMANCE ASSESSMENT FORM 

Promote the Vocational Education Program 

|ir|c|i2ns: indicate the level of the administrator's accom- 



LEVEL OF PERFORMANCE 
^o<^* ,oP^ ^^X"" 



In promo ting the vocational educat ion 
program, the administrator! 

1. determined (and/or prepared and 
recommended) public relations 

policies and guidelines {~] \ — | | — | 

2. involved appropriate others in 
planning the promotional effort 
(e.g., formed an ad hoc commit- 
tee), including: 

a. institutional personnel Q CD □ □ 

b. advisory committee/council 

□ □ □ □ 

c. students j— j j— | j— j j— j 

d. parents/community representa- 

• □ □ □ □ 

3. ^lathered adequate background 

information concerning the voca- 
tional program and past promo- 
tional efforts □ □ □ 
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LEVEL OF PERFORMANCE 
^o^* ^oP' ^i^ t-*^^" 



4. accurately evaluated past promo- 
tional efforts 

5c identified the key target audi- 
ences to be reached, including 
both: 

a. internal publics [3| 

b. external publics 

6. identifier' the opinion leaders 
and contact persons within these 
publics. 

7. identified what areas should be 
promoted, using the following 
steps: 

a. determined general areas that 
need to be promoted Q 

b. established clear goals and 
objectives 

c. set priorities among goals 
and objectives 

8. identified promotional methods 
media, activities) that were 
appropriate to: 

a. the audiences to be reached... Q 

b. the goals and objectives of 

the promotional effort [~| 

Co the resources available 

(money , time , personnel ) Q 

d. district/institutional policy. Q 



□ □ 



□ H -a 
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LEVEL OF PERFORMANCE 



^o<* 



10. 



□ 

a 
□ 



considered and arranged for the 
preparation and use of a variety 
of promotional techniques and 
media, including: 

a. news releases for internal 
and area media □ □ □ □ |g □ 

b. radio and TV public service 4; 
announcements Q □ □ Q ''ZD CD 

c. public presentations Q □ O □ |Q Q 

d. informational programs (e.g., 
open houses, tours, career 

awareness programs) Q □ □ □ 

e. exhibits and displays Q □ □ □ 

f. brochures j— j Q Q Q 

g. bulletins and other communi- 
cations designed to keep all 

staff informed Q D (HI C] 

h. recognition programs for stu- 
dents, staff, and community 

supporters □ □ □ □ 

i* meetings and conferences with 

□ □ □ □ 

prepared a master schedule (calen- 
dar^ time line) of promotional 
activities that identified: 

a. what was to be done Q □ □ □ 

b. who was responsible for each 

^^'^^^'y--- □ □ □ □ 

c. when it was to be done Q □ □ Q j^fipl 



p 

a 
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LEVEL OF PERFORMANCE: 
^o<^* «c^>^ ^^d» 



11. planned the schedule so as to 



12. 



ensure a timely and continual 
flow of promotional information 


□ 


□ 


□ 


□ 


implemented the promotional pro- 
gram , including: 










a* assigning and explaining 


□ 


□ 


□ 


□ 


b. monitoring the promotional 
effort to ensure that plans 
were carried out on schedule.. 


□ 


□ 


□ 


□ 


c. checking written promotional 
materials for accuracy and 


□ 


□ 


□ 


□ 


d. providing any necessary 


□ 


□ 


□ 


□ 


provided for structured/ ongoing 
evaluation of the promotional 
effort based on criteria such as: 










a. the degree to which the 
planned activities were 


□ 


□ 


□ 


□ 


b. results in terms of enroll- 


□ 


□ 


□ 


□ 


c. informal feedback within and 


□ 


□ 


□ 


□ 


d. amount of media coverage 


□ 


□ 


□ 


□ 



Level of Performance ; All items must receii^e N/A^ GOOD^ or 
EXCELLENT responses. If any item receives a NONE^ POOR^ or FAIR 
response, the administrator and resource person should meet to 
determine what additional activities the administrator needs to 
complete in order to reach competency in the weak area(s). 
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COMPETENCY-BASED VOCATIONAL EDUCATION ADMINISTRATOR 

MODULE SERIES 



Order No. Module Title 

LT 58B-1 Organize and Work with a Local Vocational Education Advisory Council 

LT 58B-2 Supervise Vocational Education Personnel 

LT 58B-3 Appraise the Personnel Development Needs of Vocational Teachers 

LT 588-4 Establish a Student Placement Service and Coordinate Follow-up Studies 

LT 58B-5 Develop Local Plans for Vocational Education: Part I 

LT 58B-6 Develop Local Plans for Vocational Education: Part II 

LT 58B-7 Direct Curriculum Development 

LT 58B-8 Guide the Development and Improvement of Instruction 

LT 58B-9 Promote the Vocational Education Program 

LT 58B-10 Direct Program Evaluation 

LT 58B-11 Manage Student Recruitment and Admissions 

LT 58B-12 Provide a Staff Development Program 



OTHER MODULES IN PROGRESS 

Additional modules are being developed through the Consortium for the Development of 
Professional Materials for Vocational Education. The Consortium is supported by the 
following member states: Florida. Illinois. Ohio, New York. North Carolina, and 
Pennsylvania. 



RELATED MATERIALS 

LT 58A Guide to Using Competency-Based Vocational Education Administrator 
Materials 

RD 141 The Identification and National Verification of Competencies Important to 
Secondary and Post-Secondary Administrators of Vocational Education 

RD 142 The Development of Competency-Based Instructional Materials for the 
Preparation of Local Administrators of Secondary and Post-Secondary 
Vocational Education 



For information regarding availability and prices of these materials contact- 
Program Information Office 
The National Center for Research 

in Vocational Education 
The Ohio State University 

1960 Kenny Roed The Ohio State University 

Columbus. Ohio 43210 ' 
(614) 486-3655 
(800) 848-4815 




